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Photo Brochure will be | 
‘Mailed Promptly on Re- 
quest. Ask for ‘Toyland 


Christmas Series". 
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Glamorous 
Ribbon- 

| BY-Yo) '<-Yo | 
Santa 
Tops 
Your 
Toyland 
Columns 
with a 
Festive 
Holiday 
Air. 

One 

ofa 
Series 

of Fine 
New 

Toy 

| DY-Sey-bascst-y ats 
Specialties 
in Schack’s 
leyete pat 
New 
Christmas 
Line 

{oy a ho) ol OF 
Ask your 
Tod a¥- Yo) 
Represen- 
| tative—in 
your City 


Soon. 


Colorful Designs for 


#5340 Game Bird Plaques in 
14 delicious colorings 
Bird pictures are mounted on masonite, in turn, 
mounted on orange-stained plywood. Each pic- 


ture is 22 in. wide and vary in length from 27 in. 
to 42 in. Price per set $44.50. 


45444 Horse Weathervane 
29 in. wide x 23 in. high 


White, vacuum formed plastic, $9.75 
each. 


#5445 Gold, copper or silver plated, 
$12.55 each. 


346 N. Justine St. 
CHICAGO 


AUGUST, 1960 


Year around accouter- 
ments for city tweeds 
or country casuals... 
reminiscent of the loft- 
lest spire or a “bird in 
the bush.”’ 


Barn and 
Weathervane Displayer 


of random width, grooved ply- 
wood, finished in a greyed- 
green stain with black roof 
and cupola. 


#5446 Barn with antiqued 
horse. 6 ft. x 30 in., Price 
$39.95 without glass shelves. 


#5447 Barn with antiqued 
cock. 6 ft. x 30 in., Price 
$39.95 without glass shelves. 


#5442 Cock Weathervane 
24 in. wide x 22 in. high 


White, vacuum formed plas- 
tic, $8.95 each. 


#5443 Gold, copper or: silver 
plated, $11.40 each. 
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SECOND CLASS POSTAGE PAID AT CINCINNATI, OHIO 


THE COVER 

The display by Julian Wright, display 
manager of Ellis Stone, Greensboro, 
N. C., was the winner in the 1959 con- 
test sponsored by Hanes Hosiery. Ac- 
cording to Mr. Wright, everything in 
the window was built in the store's dis- 
play department, including the seated 
figures, old-time fan that actually re- 
volved and the soda shop. Winners of 
the 1960 contest are featured elsewhere 
in this issue. 


= 
OUR NEXT ISSUE 

Both the September and October 
issues will be devoted primarily to 
articles to assist you in your holiday dis- 
plays for 1960. Several articles will 
present Christmas interior displays and 
ledge treatments. Scruggs, Vandervoort 
and Barney, St. Louis, has disclosed some 
valuable do-it-yourself information tell- 
ing how this store makes its own ani- 
mated figures each year. Photos show 
clearly how it was done. There will be 
many more valuable photos and idea 
sketches in the September issue . . . in 

the mails August 20. 


e 
SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U. S. funds by International 
money order or New York bank draft. Single 
copies 60 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 
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Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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...for the performing arts in America 
now being established 


at Lincoln Center, New York: 


new Metropolitan Opera House (center) 
new Dance-Operetta Theatre (left) 
Alsi ae call ialciaaelelellem miclimeateasle 
new Juillard School 


new ke eetela’, Theatre 


v Chamber Music Recital Hall 


Vv tree-shaded park with Bandshell. 


‘alsa miele-ia’ Museum 





a 
QUEEN OF DIAMONDS”, 


FUTURE 


...and for 
the art of 
visual merchandising 
now being presented 
at Display Headquarters, 
New York 
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More than 157 varieties of display fixtures from Crown Metal. Shoppers 


discover superb quality, prices lower than many. Check it out yourself. 


Concur METAL MANUFACTURING COMPANY 
5912 SOUTH LOWE AVENUE °* CHICAGO 21, ILLINOIS 
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Display 
World 


The International Display Authority 


SERVICE 
BUREAU 


. Saeed ‘ | The DISPLAY WORLD Service Bureau will 
The Bliss SEELINGRILL revolutionizes all con | | pe glad to supply the latest authentic inferme- 


cepts of window trimming. It has been de- tion about anything in the display line in 
i i ; which you are interested. you do not 
signed to give maximum use of horizontal ar tae Med an Ste ta, ale & ae 
space without cluttering the floor. rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 
-}) Air Brushes 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Black Light 
Bulletin—Directory Boards 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Composition Pieces 
Crepe Papers 
Cut-out Letters 
Cutting Machines 
Decalcomania 
Decorative Papers 
Display Fixtures 
Display Forms 
Display Letters 
Display Racks 
Enlarging Projectors 
Fabrics and Trimmings 
Flags and Banners 
Float Decorations 
Foils 
Glass Sun-fade Tint 
Glass Specialties 
Grass Mats 
Hosiery & Shoe Forms 
Lithographed Displays 
Mannequins 
Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Motors 
Mouldings 
Natural Foliage 
Paper Sculpture Displays 
Papier Mache Specialties 
Photographic Blowups 
Plastics 
Plywood 
Price Cards—Tickets 
Price Ticket Holders 
Ribbons 
Sale Banners 
Screens, Display 
Show Card Colors 
Show Cards 
Show Cases 
Socks—Window 
Signs—Brass—Bronze 
Signs—Card Holders 
Signs—Electric 
Sign Printing Machines 
Sleeve Forms 
Spray Paints & Finishes 
Store Designing 
Store Equipment 
Store Fronts 
Tackers 
Time Switches 
Turntables 
Veneers (Imitation) 
Wall Board 
Wigs 
Window Lighting 
[} Do you wish a copy of their catalogue? 
[}) Do you plan to remodel your store soon? 
[}] Do you plan to build a store soon? 


BLISS DISPLAY CORPORATION : msec ay WORLD 


37-21 32nd STREET @ LONG ISLAND CITY 1, NEW YORK ||| cone ce CNAT! 1: OHIO 


EXeter 2-3890 











The Bliss STO-WAY Grill has been de- 
signed to give maximum variety and 
speed of trimming in the minimum space. 





Practically every branch store built within the last five 
years has been equipped with the Bliss SEELINGRILL. 


Please write for complete information. 
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‘...wonderful people to work with there’ 


\ 


‘... wonderful new enlarged showrooms” 


\ 


‘...wonderful array of custom Christmas creations’ 





‘...and so easy to reach.” 





Ss 


ecorative 


. 


“MAKE THIS AN OLD-FASHIONED ‘FLICKER-FLAME‘’ CHRISTMAS.” 


Orp. 


ae A. Oe ee ‘’ 


More than 


500,000 STORES 


NOW CUT FADE IN 
WINDOW DISPLAYS 


WITHOUT SHADES 


miracle 


Pinttie Class lent 


GIVES YOU GUARANTEED SUN CONTROL 


kaded display merchandise means faded customer confidence 
.a-serious problem that has harassed store owners for 
many vears. 


Small wonder, then, that over '2 million of the nation’s pro- 


gressive stores have enthusiastically embraced this chemical 
formula that absorbs the harmful rays of the sun. 


In addition to cutting the sun’s fade rays, miracle Plastic 
Glass Tint also sharply curtails fabric-disintegrating heat. 
Gone are the reflections and refractions of plastic sun shades. 
Even window glare is cut to the barest minimum. Plastic 
Glass Tint gives vou the benefits of window shopping with 
full visibility the vear around. 


Other typical installations: 
Bullock's 

Colonial Dames, Inc. 

Lane Bryant 

Matthew's Stores 

Jerry Rothschild 

Royal McBee i. : 

Safeway Stores Better display 

Timely Stores (Mullen-Bluett) 

Vogue Shoes i 
se means better business. 
The May Company 


Specify Plastic Glass Tint and you 
and thousands more 


1) CUT FADE 
2) CUT GLARE 


3) CUT HEAT 
fade lare 
Q ; 
control control 
ACORN ADVERTISERS, INC. 


1123 W. Century Bivd., Los Angeles 44, Calif. 
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We want to know how to ‘Control the Sun with 


Plastic Glass Tint’ 
Send coupon for name 


ACORN ADVERTISERS of our nearest author 
’ INC. ized branch. There is 


1123 WEST CENTURY BLVD. one. Menr and oo 
LOS ANGELES 44, CALIF. res 
City____§____ State 


RE ee er 


Atten.. 
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Newest Eastern Wing Distributors 


Baltimore Display Industries, Inc. @ 
7 South Hanover Street, Baltimore 1, Md. 
Mr. Lee Knable, President 


Art R. Cohen Company © 
810 Penn Avenue, Pittsburgh 22, Pa. 
Mr. William Cohen, President 


Bison Display Fixture Company @ 
132-134 Delaware Avenue, Buffalo 2, N. Y. 
Mr. Sidney Himmelreich 


Feine Trimming Company, Inc. @ 
25 Kingston Street, Boston 11, Mass. 
Mr. Herb Feine 


Thompson Display Materials @ 
117 North Brevard Street, Charlotte 2, N. C. 
Mr. Frank Thompson 
oan 
A few select distributorships are still available 
in Central and Western states 
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There's little doubt that displays have difficulty floating about in 
space, though the dramatic new system of Wing Success does give 
shoppers this illusion. Delicate lingerie, dresses, coats, hats, suits 
and trousers arranged gracefully over and around these smartly built 
settings provide a new high in distinctive display. And display 
directors are limited only by their imagination. Most parts in the 
Wing system may be easily shaped to suit your needs. 

During the recent NADI Show at the Hotel New Yorker, our 
displays were viewed by thousands of the world’s leading display 
experts. Their stimulating response to our entirely different system of 
garment display is deserving of our warmest expression of appreciation. 


If you haven’t already seen Wing Success equipment, do drop in 
at the Display Center, seventh floor, 400 Eighth Avenue (at 30th 
Street) CHickering 4-1418 . . . or watch for our settings at the 
leading display distributor in your area. 


Manufactured and sold in the United States by 


WILSON RESEARCH CORPORATION 
2001 Peninsula Drive + P.O. Box 5037 
ERIE, PENNSYLVANIA 





Our Salute to New England, the third in a series that will 
eventually provide a complete cross-section of display in the U.5S., 
consists of eight pages of display photographs in this issue. Efforts 
were made to secure outstanding displays representative of the best work 
that is being done in the six states. In this regard we have done 
surprisingly well throughout Rhode Island, Massachusetts and 
Connecticut. However, some of the top stores in Maine, New Hampshire 
and Vermont did not comply with our requests. Therefore, you must 
consider the cross-section valid, with reservations. 


We often hear of conservatism in regard to New England. From a 
retailing standpoint, the evidence of this attitude is very apparent. 
Expansion has been very slow in comparison to other areas. Downtown 
appearance, in general, is picturesque, to be polite, but definitely 
not such that would invite downtown window shopping. Shopping centers 
are few and most of them in infancy. 


Conservatism of store management is bounded by tradition. That 
is why the department store and specialty shop chains, as a whole, are 
selling rings around some of the oldest home-owned stores in the area. 
The chains with young broad-minded executives are willing to try new 
innovations in retailing and are willing to spend a little money to make 
money. Few of the other stores have this progressive attitude. 


How does display and display personnel fare under conservative 
leadership. A dramatic example is the fact that fewer displaymen from 
Maine, Vermont and New Hampshire attended June Market Week than from the 
distant state of Oklahoma. No doubt many would have liked to have 
attended but were forbidden by management. 


The large number of displaymen at Market Week from the other 
three states is one indication that conservatism is on the way out in 
those states. Boston stores are expanding and modernizing at a rate 
equal to any major metropolis. Providence and Hartford are following 
suit. Excellent display talent is at work there and the high quality 
speaks for itself. 


Speaking of high quality brings the discussion to the recent 
Market Week and the outstanding contributions made by the display 
industry that exhibited its fall and Christmas materials there. 
Comments of visiting displaymen and retailers were overwhelming in favor 
of the attractive and clever merchandising aids shown and the dignified 
manner in which they were presented. 


In past years, many display suppliers were inclined to blame 
poor Market Week sales on the reduction of store display budgets, bad 
weather or some other excuse. In reality, they might have confessed 
that perhaps their products were not up to the standards of quality 
or designthat were acceptable to the display buyer. 


As one leading manufacturer said, "I consider the reaction of the 
displaymen to my line exhibited here as a reliable thermometer upon which 
to base my production schedules for (Please turn to page 58) 





Veda’s romantic 


SOUTHERN BELLES 


selected by 


BERGDORF { 


SthaAV€ at 58th ST. NEW YORK 19 


ON THE PLAZA 


SOUTHERN BELLE mannequins, with their shape- 
ly charm and slorious beauty, are now wearing the 


vibrant, pulsating fashions so strictly ‘Bergdorf’! 


Newly chosen, they've just stepped proudly into the 
windows, bringing with them the tingling excitement 
and breathta Ring allure of the famous, fabulous 


‘golden era of fashion’! 


Always before associated with the nostalgic South 
and its beautifully gowned women, the fashion - wise 
NOW associate the ‘golden era of fashion’ with 
BERGDORF GOODMAN and its leadership in 


the world of beautiful fashions for beautiful women! 


How wonderful for beautiful SOUTHERN 
BELLES and opulent BERGDORE 


fashions to get together! 


beau monde 


division 


American Fixture Inc. Saint Louis, Missouri 


Write our fashion coordinator 
in Saint Louis for vhotos of 
the New Southern Belles as 
shown at the N. A. D. I. show 
in New York. 


Visit our New York Showrooms and see the new 
Southern Belle mannequins attractively display- 
vod - ed. Our Consultant, windows and interiors, is 
—— ~ at your service. 
Wd 11 West 42nd Street 
\. j Suite 1004, Salmon Tower Building 
; Phone: LOngacre 5-0010 





Cee al 


FREE! A special sample and bro- 
chure on Upson DUO-WHITE...an 
exciting new display board that’s 
strong, rigid, light in weight, 
smooth and white on both sides. 
Takes all types of paint and ink 
easily with no creeping, crawling 
or soaking. Size 4’ x 8’ x 3/167 


WRITE: The Upson Company, 570 Upson Point, Lockport, New York 
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High interest in new prod- 
ucts reflected in vigorous 
sales ... Attendance 


equals record 1958 June 
Show . . . Holiday House 


theme tops them all 


- HE best ever, was the customary 
comment of both display buyers and 
sellers at the close of Fall-Christmas 
Market Week at New York City June 19-23. 
Official registration figures released by the 
sponsoring National Association of Display 
Industries reached 4000, matching the highest 
previous attendance at the June 1958 show 
year. The list of visitors reads like a Who's 
Who of display and the exhibitors can easily 
earn a listing in a Who's Who of the display 
industry. 

The “Holiday House” theme was carried out 
to perfection throughout the lobby and exhibit 
floors of the New York Trade Show Building 
and the mezzanine and ballroom of the Hotel 
New Yorker, with free refreshments served 
at convenient locations. Once again two Santas 
and lovely young ladies in “Holiday House” 
costumes greeted visitors and added to the 
cordial atmosphere. 

Cards punched by each of the five ladies 
were entered in daily drawings for nine tran- 
sistor portable radios, and a grand prize of a 
Christmas-red Renault Dauphine was awarded 
at the end of the show. 

Winner of the Renault was Mrs. Ethel C. 
Zuts, displaywoman for Morris Stores, Metu- 
chen, N. J. Radio winners were: Miss Mar- 
garet Brown, The Hub, Steubenville, Ohio; 
Mrs. Roy Gutzmer, Sibley, Lindsay & Curr, 
Rochester, N. Y.; Fred Harding, Harding’s, 
Chicago; Miss Walla Harvey, Adler's, Kan- 
sas City; Nat Levy, Levy Bros., Baltimore; 
Mrs. H. J. Maxwell, H. J. Maxwell Co., 
Kansas City; Walter O’Hern, N. Y. Lace 
Store, Taunton, Mass.; G. E. Satterlee, Stix, 
saer & Fuller, St. Louis; and Elmer Welsh, 
Rosenbaum’s, Cumberland, Md. 

NADI members exhibiting at their own 
local showrooms said that trafhe was almost 
twice as heavy as for the June 1958 show, the 
last Christmas Market Week at New York 
City. 

Among the visitors were a noticeable in- 
crease in first-timers, especially the younger 
displaymen and small store owners. 

Buying was heavy on Sunday, Monday and 
Tuesday, slacking off on Wednesday and 
Thursday as traffic dwindled to local display- 
men and non-buying assistants. Many dis- 
playmen were seen ushering their entire famil- 
ies through the show on Sunday. In most 
cases they only took notes and returned later 
to talk business. Jobbers were active as usual 
the opening two days. 


(Turn page for a summary 
of what was seen and heard 
at Market Week.) 
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Almost Unanimous... 


Displaymen, Exhibitors 
Applaud June Market 


—Mrs. Ethel C. Zuts, 
displaylady for the 
Morris Stores, Metu- 
chen, N. J., was the 
winner of the grand 
prize, the Renault 
Dauphine, presented 
at the close of the 
NADI Market Week 
by Santa Claus, Jack 
Olt, Jr., of the NADI 
staff— 


—Posed at the draw- 
ing of the grand prize 
were the lovely Santa 
Helpers and the two 
Santas, all of whom 
acted as official greet- 
ers during the show 
. .. The girls punched 
the tickets of visitors 
at five locations 
throughout the exhibit 
floors— 


—Eoarl W. Gasthof, 
immediate past-presi- 
dent of NADI, is made 
an honorary member 
of the Association 
Mexicana de Apara- 
doristas y Decora- 
dores by Mrs. De Rug- 
ama, an A.M.A.D. 
member . . . Others 
in the photo. (I. to 
r.) are: Gabriel N. 
Valenti, NADI man- 
aging director, and 
A.M.A.D. members 
Perez Lopez, Mr. Ar- 
royo, Jorge Barro, Mr. 
De Ruaama, Mr. and 
Mrs. Garcia Barrera, 
Mr. Del Valle and Mr. 
and Mrs. Derflingher— 








Seen and Heard 


Colors: White and gold as well as tradi- 
tional red and green will predominate, with a 
rich shade of blue-green, gaining considerable 
attention. 
fall, 


fohlage 


Grape and wine will be great for 
along with rough natural woods and 

glittering 
with the in- 
corporation of small twinkle lights throughout 
the various decorative 
framing arrangements. 


will be a 
(hristmas inside as well as out 


Store wmtertors: It 


column and window 
Swags will be fuller 
than usual to provide more contrasting back- 
ground tor the flickering lights. By necessity, 
these decorations must be flame and shock re- 
sistant, leading to experimentation in metal- 
lized plastic foils rather than the aluminum 
foil rage of last Christmas. 

Animations: Animal antics will continue to 
get the attention of parents and children in 
windows this Christmas, with teddy 
kittens being star performers. 
\merican animations are of very sturdy con- 
struction and covered with top grade durable 
materials and priced high. Imports are quite 
original but of cheaper materials and construc- 
tion—and priced accordingly. The latter was 
seen in abundance this year. 

Christmas trees: 


store 
bears and 


Various radically new 
shapes made their appearance with the Orien- 


—Edward Van Roy, a 1960 graduate of Clark 

University, Worcester, Mass., receives $500 first 

prize check from Gabriel N. Valenti, NADI Man- 

aging Director, for his winning essay in the con- 

test sponsored by NADI on the subject. ‘The 

role of window and interior display as a selling 
medium in retailing. "— 


at Market Week 


tal influence of getting 
raves. In answer to storage problems, some 
artificial trees can be taken apart for thrifty 
storage; yet they don't have the artificial look 
such as the old trees with branches stuck in 
pre-drilled holes in broom-stick trunks. Again, 
metallized plastic is replacing aluminum foil, 
which hit the skids display-wise when it be- 
came available on the retail market last year. 

Mannequins: Some manufacturers got large 
individual orders, in part due to shopping 
center expansions and the current trading-up 
policies requiring better grade mannequins, 
but largely as result of inspired designing of 
new figures by the manufacturers. Younger 
figures, in particular, and men’s mannequins, 
to a lesser degree, showed definite attempts 
to fill the needs of stores. Child mannequins 
were generally better, but largely experimental. 
Stiffness in action is still 
problem. 

Nativity scenes: 


turned-up branches 


poses the major 
Smaller nativity figures 
were selling remarkably well, giving an in- 
dication that religious themes will dominate 
institutional window and interior displays this 
Christmas. They were also of extremely high 
quality. 

Christmas lights: The combination of 
[Please turn to page 59) 





CANDID TOUR 
OF MARKET WEEK 
ON PAGES 16 AND 17 











—Recognition plaques changed hands fre- 
quently during the NADI general meeting .. . 
Below are shown two of the presentations .. . 
At left, Earl W. Gasthoff, outgoing NADI 
president, presents Irwin Rhodes, secretary of 
NADI for many years and now no longer in 
the display industry, with a framed citation 
and a gift . Turnabout being fair play, 
Mr. Gasthof 
Board of Directors represented by George 
... Mr. Gasthoff, in turn, presented 
Board with similar framed 


receives a citation from the 


Silvestri 
members of the 
testimonials.— 





NADI 
Elects 


Moser 


— Edgar E. Moser — 


Edgar E. Moser, Allied Display Materials, 
New York City, is the new president of the 
National Association of Display Industries. 
He succeeds Earl W. Gasthoff, E. W. Gasthoff 
Co., Danville, Ill., who was appointed to the 
board of directors for one year. 

Other officers elected at the general mem- 
bership meeting on Friday, June 17, preceding 
Market Week at New York City, are: 
Thomas Hughes, Garrison-Wagner Company, 
St. Louis, Mo., vice-president; Gordon Keith, 
Gordon Keith Originals, Columbus, Ohio, sec- 
retary, and David Sloan, David and Michael 
Sloan, Inc., Brooklyn, treasurer. Messrs. 
Hughes, Keith, Moser, Sloan and Sylvan 
Freund, Decorative Plant Corp., New York 
City, were named to three-year terms on the 
board. 

Appointed to two-year terms are: Sernard 
Schwartz, Bernard Schwartz & Co., New York 
City; Nathan Silverblatt, Display World, Cin- 
cinnati; George Silvestri, Silvestri Art Mfg. 
Co., Chicago; Phil Weinberg, Thall Plastics & 
Metals, Inc., New Yory City, and C. G. 
Woelky, Bulkley, Dunton & Co., Corry, Pa. 

Named to the board for one year are John 
Denton, Ferro-Craft, Morganfield, Ky.;James 
Nesbit, Nesbit Industries, Chicago; David 
Opperman, Columbia Display, Brooklyn, and 
Walter Sturm, R-Tex Company, Jersey City, 
N. J. 

In other developments at the meeting, the 
entrance fee for new NADI members will be 
$300 instead of the previous $150. In the 
future, five directors will be elected each year 
for three-year terms. 

Approval was granted for the publicity- 
promotion-advertising committee to continue 
and extend an industry promotion campaign 
into allied and retail management areas. 
The promotion committee plans to mail two 
brochures to store executives, impressing 
upon them the value of display in their sales 
promotion programs. 


DISPLAY WORLD 






































(Persons seated 


Ronald Kowalski, Lillian Sturm, Walter Sturm, R-Tex 

Company; Henry Rossner, Vi Cohen, Bea Rosenthal, 

Mileo Mannequins; Eugene Eppler, New Style Studio; 

Mrs. Bernard Schwartz, Bernard Schwartz & Co., and 
R. A. Ohthorst, Jr.. R. A. Ohlhorst Co. 


Joseph Helft, United Artificial 
Company; A. Schankerman, Sar- 
gent Gerke Co.; Rocco Scarano, Regal 
Flower & Display Co., Inc.; Mr. and 
Mrs. Noel J. Litucky, Noel Mfg. Co., 
Inc.; Joseph Ancona, Potential Un- 
limited, Inc.; Charles Medved, Morris 
Ruderman, Elect Mfg. Co., Inc. 


N. H. Austen, Austen Display, Inc., Richard Lang- 

ham, Brunn & Bertheim; Mrs. Sylvan Freund, Dec- 

orative Plant Corp.: Mr. and Mrs. Robert Lukins, 

Creative Promotions of California; Arnold Pierson, 

Sidney Chairman, Duplex Display; Jerry Schoenfeld, 

Leo Prager, Inc.; and Sandy Sanderson, Lewis 
Rosen, Resident Display, Inc. 


Schwartz, 


Monte Seewald, Richard Ribner, Decorative Novelty 

Co.: Bernard Lubow, Kenbury Giass Works; Maxwell 

Singer, Sidney Newhoff Associates; Bill Hinson, Bulkley, 

Dunton & Co., Inc.; Mike Halpern, Lico Displays; 

Gordon Price, Kalmo Textiles, Inc.; Herman C. Stern, 

Park Lane Fabrics: Bernard Barondess, Gustave Rubner, 
Inc., and Louis Marcus, J. P. Denton Co. 


Fruit Phil Weinberg, Thall 
Material Co.; Nathan Silverblatt, DISPLAY WORLD: John Denton, Ferro Craft: Bernard 
Gordon Keith, Gordon Keith Originals; 
Silvestri, Silvestri Art Mfg. Co.; Sylvan Freund, Decorative Plant Corp.;: Ear! W. Gasthoff, 
E. W. Gasthoff Co.: Richard J. Adler, 

Wagner Co.; C. G. Woelky, Bulkiey, Dunton & Co.; David Sloan, D. & M. Sloan, Inc.; 
Edgar Moser, Allied Display Materials, Inc.; Irwin Rhodes, 


Bernard Schwartz & Co.: 





TABLE HOPPING AT NADI GENERAL MEETING 


at tables identified clockwise from left front; others left to right.) 


W. H. Stensgaard, W. L. Stensgaard & Assoc.; Mrs. 
Gordon Keith, Gordon Keith Originals; Ed Lee, W. L. 
Stensgaard & Assoc.; Werner Leburg, Martin Schloss, 
Decorative Creation & Art Flower Co.; Benjamin 
Wolburg, Bonafide Display & Decorative Co., and 
Mr. and Mrs. Harry Menzin, Arts & Flowers Co. 


Plastics and Metals, inc.: David Opperman, 


and Gabriel N. Valenti, NADI Managing Director 


Directly below is same group reelected as NADI offic 
and directors for the coming year with James R. Nesbit, 
Nesbit Industries, Inc., and Walter Sturm, R-Tex Company, 
(standing, left to right) replacing Richard J. Adler and 


Irwin Rhodes. 


Norman Ginsberg, Dismar; Irving Sloane, Albert 

W. Sabel, Ev-Ready Adv.: Milton Nassau, Chic 

Display Co.; Mr. and Mrs. William Price, Rip 

Studio, Inc., and L. F. Charrot, L. J. Charrot 
Co., Inc. 


Hal Kiernan, Morgan Sign Machine Co.; Mr. and 
Mrs. Ted Key, Creative Promotions of California: 
W. R. King, Reyburn Mfg. Co., Inc.; Thalia Cottle, 
Mark Wohliwerth, Amplex Corp.; Jerry Mayer, 
Max Mayer, Greneker Corp.: Irving Rosenthal, 
Sam Rosenthal, Thall Plastics & Metals Co. 








Columbia Display Jos. |. 


Adler-Jones Co.; Thomas Hughes, 





Erwin Reiser, U. S. Display; Charles Waldman, Standard 
Fixture Co.: 
Zeiniker, Phil Wennett, Economy Cover Corp.: Richard 
Goldberg, Schack's Inc.; Ernest Salomon, Sama Plastics, 


David Stempler, U. S. Display; Arthur 


and Nat Siegel, Nat Siegel Inc. 


Adier, Jr., Adiler-Jones Co.: 
Lou Hough, Joseph S. Puccio, Minne- 
sota Artistic Products: Frank D. Hum- 
bert, Junius J. Fisher, General Display 
Corp.: James R. Nesbit, Nesbit In- 
dustries, Inc., and Albert D. Cook, 
Cook & Meier, Inc. 


George 


Garrison- 


John Labaschin, Plastic Fabricators; Douglas Ballin, 
Jean Ballin Designs; William L. Baer, William L 
Baer Co., Inc.: Alex Hart Green, Showcard Ma- 
chine Co.: F. W. Oltmanns, Oltmanns Company: 
Oscar F. Igersheim, Plastic Fabricators. 


Mrs. Irwin Rhodes, George Pollack, Madisonia Manikins, 

Inc.; Jim Branch, Display Magazine; Mr. and Mrs. G. 

R. Bolton, Emil Corsillo, Inc.; Jack Olt, NADI staff: 

P. Wisoff, Decorative Novelty Co., Inc.;: J. F. Gasthoff, 

Jr.. Gasthoff's Mfg. Co., and J. J. Librizzi, Radiant 
Glass Fibers Co., Inc 

















TOP ROW: (All photos identified left to right) Morris Ruderman, Elect Mfg. Co. and 
Charles Brock, Arrow Stores, Philadelphia . . . Calvin C. Baxter, C. Barrango Co., 
Carlos Robles, Roos Atkins, San Francisco, and Gene Barrango, C. Barrango Co. ... 
Otto H. Pearsall, Pennsylvania Power Co., New Castle, Pa., Gordon Keith, Gordon Keith 
Originals, and C. M. Griffin, Ohio Edison Co., Youngstown, Ohio . . . Charlies Fowler, 
Strauss-Hirshbergs, Warren, Ohio, and Howard Wing, Wing's Success Display ay 
SECOND ROW: Gerry Satterlee, Stix, Baer & Fuller, St. Louis, and Martin Kent, Arts & 
Flowers ... Paul J. Patton, J. P. Allen & Co., Atlanta, Ga., and Bernard Barondess, 
Gustave Rubner, Inc. . . . THIRD ROW: R. Mathison, Meis Bros., Terre Haute, Ind., 
Ben Walters and Mary Lindberg, Ben Walters, Inc. . . . Sal Lombardo, Lombardo and 
Company, Inc., and R. D. Palmer, Raleigh Display, Allentown, Pa. . . . FOURTH ROW: 
George Young, Reynolds Printasign, Mr. and Mrs. Gunther Altschul, G. A. Displays, 
Cliffside Park, N. J.. and Jim Reynolds, Reynolds Printasign . . . Louis E. Hough, Minne- 
sota Artistic Products, and Sam Chernoff, Shur-Nuff, Inc., Minneapolis, Minn. . . . 
George W. Pollack, Madisonia Manikins, and Don Zork, Stix, Baer & Fuller, St. Louis 


Market Week 


.. . Norman Feldhaus, J. C. Penney, Cincinnati, Joe Cappel, representative of Doerr & 
Assoc., Inc. and Cappel Displays, and Russell Kehrt, Jenny's, Cincinnati .. . FIFTH ROW: 
George Silvestri, Silvestri Art Mfg. Co., Henry Callahan and Louis Guarigila, Saks Fifth 
Avenue, New York City . . . Ray Carey, Harvey's, Nashville, Tenn., Bill Stensgaard, 
W. L. Stensgaard & Assoc., Frank Vermyle and Fred Harvey, Jr. (new president), both 
of Harvey's, Nashvilie, Tenn. . . . Eleanor A. Colvin, S. Kind & Son, Philadelphia, 
E. J. Colvin, Winfield Brooks Co., Woburn, Mass., (actually Mr. and Mrs.), and Sidney 
D. Chairman, Duplex Display . . . SIXTH ROW: Don Zork and Curtis Wehmueller, Stix, 
Baer & Fuller, St. Louis, Tom Hughes, Garrison-Wagner, Ted W. Lees, Gilmore's, Oak 
Park, IIil., and Carl M. Denner, Garrison-Wagner . . . Jerome Hamberger and Moe 
Hausen, David Hamberger, Inc., Archie Falcone and Max Kummelman, Erie Dry Goods, 
Erie, Pa. . . . Fritz W. Oltmanns, Oltmanns Company, P. J. Westiand and Harry S. 
Brown, The Hub, Steubenville, Ohio. 
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TOP ROW: (All photos identified left to right) Paul Julien, Select Art Flower Co., New 
York City, and Frank J. Bernard, Octopus Products Ltd. . . . William Fuchs, Martin's, 
Brooklyn, Miss Veda Humphrey, Edward Cranston, American Fixture . . . George F. Brent, 
A. G. Pollards Co., Lowell, Mass., Mr. and Mrs. S. S. Yatter, Sally's, Manasquan, N. J., 
and Alex Hart Green, Showcard Machine Co. ... John M. Raymond, Washington Gas 
Light Co., Washington, D. C., Irving Galfund, Zaria Displays, and Harvey C. Stanley, 
Washington Gas Light Co., Washington, D. C. .. . SECOND ROW: €E. J. Schmalen- 
berger, C. A. Rowell, Philadelphia, and Phil Craig, Allied Display Materials . . . Mr. 
and Mrs. H. H. Bluestein, The Vogue, Tallahassee, Fla., and Marvin Gelman, Lighting 
Services, national sales agent for Northcraft Lighting .. . THIRD ROW: George Zafero, 
Zafero Studios, and William E. Kren, Bonwit Teller, Cleveland ... R. J. Lewis, Rileigh 
Displays, Inc., Kingston, Pa., and Adoiph Fusek, Fusek's . . . Junius Fisher, General 
Display, Norman Belling, H. C. Prange Co., Appleton, Wisc., and H. H. P. Boldt, Display 
Equipment Corp., Chicago . . . Jerry Decter and David Blick, Decter Mannikin Company, 
Inc. . . . Jerry Fuseb, Macy's, Flatbush, New York City, and Hal Kiernan, Morgan Sign 


Gee FS 


Machine Co. . . . John Bertolini, Stern Bros., Great Neck, L. I., N. Y., Mac Strumpf 
and Bernard Lubow, Kenbury Glass Works .. . FIFTH ROW: Maury A. Wolf, Wolf & 
Vine, Inc., Bernie Jacobs, B. A. Jacobs Co., and Paul Miller, Wolf & Vine, Inc. . . . Mel 
Draizen, Rothschild Bros., Ithaca, N. Y., Kay Bartges, Bulkley Dunton & Co., Inc., 
John J. Cahill, J. J. Cahill Displays, Boston, C. G. Woelky, Bulkley Dunton, and 
Thomas A. Lyons, Cahill Displays . . . George Schlosser, Edw. Malley Co., New Haven, 
Conn., Lucky Alrod and Al Bliss, Bliss Display Corp., and Carlos Robles, Roos Atkins, 
San Francisco . . . Phil Gray, Schack's, Inc., Geo. B. Hanrahan, H. C. Prange Co., Green 
Bay, Wisc., and Dale Durrett, Austin Shoe Store, Dallas .. . M. Barthelmess, Barthelmess 
Displays, Nurnberg, Germany, Herman Schlipphacke, Kaufhof, Cologne, Germany, Henri 
A. Berghoff, N. V. Michels, Amsterdam, Holland, Hans Berger, Woodward & Lothrop, 
Washington, D. C., and Frank J. Bernard, Octopus Products Ltd. . . . Charles H. Turner, 
Wallace Co., Poughkeepsie, N. Y., Bob Lukins, Empire Display, New York City, and 
Mr. and Mrs. Ted Key, Creative Promotions of California. 
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to New England 


A New England Displayman Speaks Out 


LURING the past 30 years in the display 
profession I have acquired definite 
ideas relative to visual merchandising. 
To fully express these ideas would require 
an entire book instead of the magazine space 
available. However, I shall make my re- 
marks succinct and to the point on the sub- 
jects of lighting, cleanliness, motion, budget, 
store architecture and choosing display per- 
sonnel. All of these are vital areas in which 
every displayman should be well versed. 
Good lighting is one of the prerequisites 
to good display presentation. High lights 
and shadows and pleasing dramatic effects 
call the attention of the viewer's eyes to the 
articles displayed and away from disturbing 
meaningless decorative de- 
backgrounds, such as 


interlopers, 1.€., 


tailing in permanent 


(right) 


Winner of first prize in Boston Art Festival Contest conducted this June. 
Window at Back Bay Store of Morton's by Edouard Vezina, assisted by 


Roderick Ahern. 


{ below) 


The 45-foot window shows beachwear and leathers in display at Morton's 


North Station Store. 


are found in some of the older establish- 
ments—perhaps faded carpets, chipped walls 
or ceilings in a state of disrepair. 

To me good lighting consists primarily of 
spotlights supplemented to a degree by the 
conventional incandescent bulb. Flood light- 
ing fails to dramatize, having a monotonous 
sameness and the cold, lifeless effect given 
by the fluorescent type is an anathema. For 
the latter the display of jewelry is a possible 
exception. 

Good lighting calls for meticulous cleanli- 
ness. Clean floors, clean glass and clean fix- 
tures should be the rule. Because store win- 
dows represent the stores’ personality to 
passersby this factor is of great importance. 
Familiarity breeds other things besides con- 


tempt. Familiarity with our windows may 





create certain blind spots. We fail to see 
the film of dust that has clouded our window 
glass, the chipped mannequin, the footprints 
on the carpet, the smudges on walls and fix- 
tures. But you can rely on it that the female 
viewer, with her fetish for cleanliness and 
order, sees them and is affected by them. 

The employment of motion, such as turn- 
tables, etc., should be utilized with care and 
discernment. I do not question the advan- 
tages of moving display in a window show- 
ing hardware, for instance, but I feel most 
emphatically that in a presentation of ele- 
gance and high fashion, the use of mobile 
devices constitutes a gimmick and is not in 
good taste. The dramatic effect afforded by 
the feeling of arrested motion in a display 
cannot but suffer from the introduction of 
devices which distract attention from the 
article shown to the perhaps involuntary 
mental question as to what makes it bow, 


By RODERICK AHERN 
Morton's 
Boston, Mass. 


turn or perambulate across the window. Im- 
portant detailing can be emphasized with 
correct positioning and lighting. 

To most display men the topic of budget 
is a tender, sensitive spot, and to touch upon 
that area usually results in a torrent of 
complaints, protests and denunciation. Com- 
plaints that the budget is inadequate; pro- 
tests that the cost of props has spiralled and 
denunciation of those who control the purse 
strings and untie them so seldom and so re- 
luctantly. During all my 30 years in the pro- 
fession this has been true and I see no hope 
for its being resolved during any future 
period. True, some of the larger stores 
seemingly have a bottomless supply of money 
to lavish on their display windows. They 

[Please turn to page 47] 


DISPLAY 





Kays-Newport 
Providence, R. |. 
Arlene Hellman Graham 

“The curtain rises on Spring with color-color-color” says the 
sign on a simulated curtain across the top of the window. Actually 
it was a strip of seamless paper upon which the branch and sign 
were painted before it was tacked in place. The paper, being trans- 
lucent, made the sign visible by rear lighting at night. A block 
wall, artificial grass and potted flowers provided the setting for 
women’s shoes in the display. 


On these eight pages can be seen a cross-section of 

display as it is being accomplished throughout New 

England. You will find most of the displays to be for 

the fall season, thus hopefully providing you with 

ideas immediately of value. Our thanks to the stores 
who contributed to these pages. 
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Wm. Filene’s Sons Co. 
Boston, Mass. 
Julius E. Steinberg 

Here are three examples of the consistently excellent displays of 
this fine Boston store. At left, a back-to-school window ties in 
with a Rooftop Zoo promotion. Each year Filene’s installs a 
Rooftop Show of live animals at back-to-school time as a traffic 
draw and the windows accomplish the dual purpose of building 
traffic for the Zoo Show and presenting the back-to-school story. 

At bottom left, simple but elegant surroundings create a glamor- 
ous backdrop for Champagne brocades. The floor is marble and 
the background is imported wallpaper. The ballroom chairs are 
gold leafed and the stairway stanchions are hand carved and im- 
ported from Italy. 

Below, top drawer fashions are presented in an appropriate 
setting. Background wall is created of unusually deep vacuum 
formed plastic panels for true architectural effect. Epergne is 
decorated with full foliage which brings out the color of the 
merchandise. 





Peerless Co. (above) 
Providence, R. I. 
Raynor Ahmuty 

kK videntally Grandmother is having her grandchildren over for 
tea and cakes in the garden on Easter Sunday and the youngsters 
are having a wonderful time making the most of the late spring. 
These are some of the finest children’s figures we have seen— 
with real wigs yet! Grandma has good reason to be as well 


preserved as she is. With a crystal chandelier in her garden, she 


probably never needed to turn a hand during her early years. 
Grass covers the floor and spring blossoms provide the back- 
ground along with potted foliage 


Kennedy's (above and left) 
Boston, Mass. 


Karl K. Shain 


“Comfort Index Kennedy’s Forecasts For Week-Ends and 
Vacations” is spelled out in plastic letters on a background con- 
sisting of 8-inch by 8-foot panels of treated pecky cypress, all 
tongued and grooved. Simulated window with planter of polye- 
thelene geraniums breaks the wall. Floor consists of scattered 
grass and white pebbles. Imitation stone wall at front breaks 
the monotony of the long shallow window in which men’s sports- 
wear (or casualwear, as Kennedy’s calls it) is displayed in the 
most interesting fashion. 

At left, the theme was “The Golden 60's,” with plastic letters 
sprayed gold along with the panel upon which they were arranged. 
(old merchandise, mostly men’s sweaters, jackets and other 
sportswear, was mingled with prospector’s tools such as shovels, 
picks, canteens, etc., all sprayed gold. Soft coal, sprayed gold 
to simulate gold nuggets, was placed in a brass scale balanced 
by a sport shirt . . . Modular units are brass with Florentine 


shelves. 


DISPLAY WORLD 





Bedford, Inc. (right) 
Waterbury, Conn. 
Anthony Ficeto 


This “picture window display” speaks for 
itself. The canopy, bedspread, curtains and 
dressing table ruffles are in two patterns of 
blue on white against a soft beige background 
for a restful setting that appealed to the cus- 
tomers. Lighting was provided by a combina- 
tion of fluorescent and incandescent fixtures 
from overhead in addition to the natural light- 
ing of table lamps. 
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Cherry & Webb Co. (right) 
Lawrence, Mass. 
Arthur Janikas 


Borrowed musical instruments provided the basis for a “Swing 
into Fall” promotion of Janet Norwood fashions. Cut-out musical 
notes, staffs, etc. were attached to black seamless paper. Jazz 
musicians cut from composition board and painted in “real gone” 
college colors were also against the back wall. Floor in every 
window covered with grass. Seventeen Magazine opened to back- 
to-school fashion ad tied in with national advertising. 
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Leavitt's Store (left) 
Manchester, N. H. 
Leo Chakmakas 


Men's furnishings are grouped in a setting of shields, knight 
helmets, fleur de lis, etc. In place of toliage he spotted plumes to 
tie in with the “Knights of Today” theme. Units are black and 
gold against a plastic white brick wall. Note the monacled heads 
on the suit forms. 





Forbes & Wallace 
Springfield, Mass. 


Charles Ferrick 


At left, a very attractive spring promotion of color accessories tied in 
perfectly with color telephones. The sign read, “Hello Spring, Dial Color.” 
The cooperation received from the local telephone company was outstanding. 
This photo is one of the eight windows and the entire promotion was most 
successful. 


Above is an outdoor patio scene complete with fireplace, birch trees and 
all the accessories. Sign reads, “Now’s the perfect time to make a date with 
Summer.” Mother is typically putting up the croquet set as father sets the 
table. In this case green cork scatter is used instead of grass for the floor. 


E. J. Korvette, Inc. 
Hartford, Conn. 


Robert Houghton 


This display earned an award for the best promotional millinery 
display in the Korvette chain this past April. It centers around 
an “Alice in Wonderland” theme in three windows, the one shown 
being the Mad Hatter’s tea party. The walls were covered in 
green seamless paper, the floor in grass mats. Guests at the party 
are six head forms dressed in millinery, scarves and jewelry. Tiny 
dishes, tea pots and real pastries cover the table, which is set tor 
eight. In and around the setting are imitation doves, raccoons, 
a turtle, owls and a giant mushroom (not in view). The main 
character, the Mad Hatter, is impersonated by Mr. E. J., a jolly 
little mannequin who personifies the Korvette policy: quality 
merchandise at low prices. E. J. changes roles and costumes for 
various promotions. 


Institution for Savings 
Boston, Mass. 


Roland H. Joy 


Here is an unusual animated display by a display-minded savings insti- 
tution. The dog riding the tricycle was animated and quite colorful. Two 
cutout figures appear to be looking at the dog with the balloon caption 
stating: “Oh, he isn’t so smart. He could be driving a new 1960 car of 
his own if he’d save his money at one of our mutual savings banks.” The 
dog appeared to be tipping his hat as he passed the two men. The leg holding 
the hat moved independently of the hind leg on the front stirrup of the 
wheel. The motor making this unit work pti. Par for 11 hours each day for 
three weeks. Although this was a relatively small display, the response was 
very large. It has been subsequently loaned to two banking conventions in 
Boston. 





The Outlet Company 
Providence, R. I. 


Arthur Beaudry 


“Frosty white formals with a holiday flair” is the title of this 
pre-Christmas display. Twinkle lights and polyethelene fern 
foliage frame the window. Flocked branches flank the wreathed 
doorway. A grouping of costume jewelry and cosmetics rests at 
the bottom of the de scending steps, where a wire figure draws 
attention to the card. 





Gilchrist's 
Boston, Mass. 
Frank Early 


The window shown at left was part of the Easter trim with the theme “Navy— 
Fashion’s Classic” tying in with the classic columns that formed the background, 
The columns were wallpapered onto wallboard and cut out. They were in tones 
of navy, white and mauve. Mannequin was placed on navy faille platform and 
accessory groupings arranged around her. Magenta lights played on this section 
of the window. Each window featured navy suits with different color accessories 


Selow is one display from a series telling of the 117th anniversary of Gil- 
christ’s. Celebrating ‘ ‘117 Years of Progress” was the central theme, and tor 
the first week of the sale all the windows were used to depict progress in and 
around Boston. Harvard College, International Business Machine, the Nautilus, 
Army Space Suit, Buick, etc. were featured. The window shown here was de- 
voted to Tracerlab, showing the uses of nuclear energy in peacetime and to 
Gilchrist’s Golden Almond Macaroons. Tracerlab personnel set up the window 
with actual laboratory equipment using signs to explain the function of the 
different machines. The macaroon window showed the difference between old and 
new ways of baking macaroons. At front left were several set-ups (lunch, tea, 
evening snack) to push macaroons. At a work table (at right front) there was 
a demonstration of cookie cutting and placing on racks which were then trans- 
ferred to macaroon kitchen mannequin in chef's clothing who simulated the 
baking process. 





Remington Rand Electric Shavers (left) 
Bridgeport, Conn. 
Arthur Burke 


“Just about as smooth as a fish in water,” says the sign of “the 
new Lady Remington.” Dramatizing this statement, a spotlight 
overhead illuminates the scene of fish of metallic painted plastic 
suspended amidst very sheer gauze, that under the light appears 
to be the murky depths of the sea. Below, of course, are several 
of the shavers arranged in the folds of satin. 


Cherry & Webb Co. (above) 


Newport, R. I. 
Dana McGuinness 


This store is among other businesses in the Bellevue Avenue 
Shopping Center, constructed recently on the site of a former 
mansion. The Avenue, as it is referred to by Newport natives, is 
\ ¢ famous for its large estates. Newport is also famous for its 
uv beaches and naval installations, and plays host annually to the 
Newport-to-Bermuda Yacht Races and (at least until the recent 
to N ew Eng | an d fracas) the Newport Jazz and Folk Festival. The window shown 
here is one installed to pay tribute to the Festival and its thou- 
sands of jazz fans from all parts of the world who have attended 
in the past. Huge cutouts of musicians alternate with mannequins 
wearing sports or swimming ensembles, all against a rustic fence 
and enormous daisies. 


Jordan Marsh Co. (left) 
Framingham, Mass. 


Frederick W. Shaw 
This bathing suit display was used in conjunction with the 
opening of the store’s new Mermode Shop. It was set up in the 


main stairwell approaching the main level, where the Mermode 
Shop is located. 


DISPLAY WORLD 





Besse-Rolfe (right) 
Lynn, Mass. 
George R. Ferry 


Centrally located in the background of this beautiful Easter display 
was a life-size color print of Jesus Christ including a scroll with the 
words “He Is Risen.” To each side of the print were organ pipes 
made of metallic foil covered tubes. The framed print was mounted 
against a panel covered with mosaic design paper. In the foreground, 
an attractive fountain played fine sprays of real water from some 20 
odd miniature water lilies. Overhead a color wheel spotlight was 
focussed on the fountain so that the spray was beautiful blue, amber, 
red or green. Banks of flowers, grass and stones were arranged 
on the floor. 


D. M. Read Co. (right) 
Bridgeport, Conn. 
Eugene Supple 

Spanish moss is a good staple for spring or fall displays when 
used with finesse. Mr. Supple used just enough here to capture 
the proper atmosphere for a presentation of costume jewelry. 
A white framed shadow box was suspended below the hanging 
moss and necklaces were arranged on stands in each cubicle. 
Another stair-step arrangement on the floor brought in 
more of the wide selection without cluttering the scene. 
Two mannequins acted as pointers at each side of the frame 
to keep attention of onlookers from straying from the featured 
merchandise. Notice the ad reprint that is incorporated into 
the sign at right. 
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Magrams (left) 
Burlington, Vt. 
David R. Alix 


At the annual winter carnival of the University of Vermont is a 
contest known as the Kake Walk, a sort of high-stepping minstrel 
dance done by pairs of male students. This display promotes this 
Kake Walk. This window had great dimension although it is lost 
in the photo. The center panel was of dark green against golden 
yellow seamless paper—about three feet between each. On the dark 
green was a cutout framed with a pure white diamond dusted 
frame in which the four Kake-Walkers were placed as though coming 
from within. Behind this were blinking lights to highlight the 
Walkers and posters behind them. The front was a duplicate of the 
Cake for which they walk, done in pure white also diamond dusted, 
and the layers encircled with red roses which matched the satin 
suits on the walkers which also had diamond dusted lapels. The 
entire floor was covered with plastic snow, signifying the snow 
sculpture competition, also an activity of the winter carnival . Manne- 
quins wore green and gold dresses, the school’s colors. Trophies 
lining the front were the actual trophies to be awarded in the con- 
tests. You can imagine the student interest in this display. 
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e Buckets full of water on the floor. 


e Rain is shown with groups of stippled lines in all 
directions on the walls. 


e The two mannequins on the right wear buckets on 
their heads. 


@ Suitable for promotion of rainwear. 
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e The glass front appears like a TV screen. 
To make this, cut four curved pieces 
from plywood or hard board and miter 
at corners; then paint black. 


e TV sets are placed on supports made 
with a rectangular sheet of heavy ply- 
wood and four black wrought iron rods. 


e The map is made with cardboard, ply- 
wood, composition board or painted on 
transparent plastic sheeting and bent 
to achieve dimension. Parallels and 
meridians are transfixed plastic-cov- 
ered wire in color to contrast with con- 
tinents. 


e Add a homely atmosphere with a com- 
fortable armchair and a_ luxurious 
carpet. 


e For chinaware or all sorts of small items 
(shoes, books, gifts, leather goods, stationery, 
etc.) 


e A square or rectangular frame contains nine 
or 12 cases; several are open and display 
goods, others are covered with paper, card- 
board or felt in a checkerboard pattern or 
irregular. 


e Use glitter to attract attention to other ar- 
ticles on the floor. 


e You can see two designs of supports that 


can be used as a standard display aid; made 
of heavy plywood and painted or covered. 


DISPLAY WORLD 





Bring in an antique pot-bellied stove and run the black stovepipes from 
stove to wall, the longest distance, of course, for humorous effect. 


Have male mannequins wearing heavy overcoats and winter outdoors 
apparel to carry in additional pieces of stovepipe. 


A bogus window shows a sad exterior blustery scene. 


Floor is covered with rough weathered flooring. 

















Each of the three display units is made with (a) two oval forms of ie MODERN LI 
plywood covered on each face with felt, (b) a roll of corrugated ae 
cardboard. 














The corrugated is stapled all around the two oval forms with the 
corrugated face to the interior. Another roll of cardboard is 
stapled to the ovals with corrugated side outside. 








When all is done, an oval form is cut into the two thicknesses of 
corrugated, which should be of different colors for maximum effect. 





Legs are of short pieces of pipe painted black or appropriate colors. 























e Clouds suspended with nylon thread are made of gauze or cotton. 




















e Skyscrapers made with black rods and grillework, with squares alter- 
nately covered with opaque black paper and translucent white tracing 
paper, and is lighted from rear. 





@ Women’s shoes are suspended on clouds. 





An Idea Realized... 

Try this with rugs, fabrics, wall- 
paper or any merchandise available 
in suitable strips. This different 
treatment consists of stretching the 
goods horizontally from column to 
column instead of the usual vertical 
way. Photo enlargements can attract 
attention to various levels and depths 
of the horizontal pattern. Floor and 
background should present marked 


contract in colors and texture with 
merchandise. fg f 
erard OouCner 
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Summer Selling 
in Chicago Displays 


— 


AQ 
pies 


Aa 
UMMER days, summer evenings, summer flowers, sum- 
mer travel and summer sports all were subjects of selling 
Chicago display windows. They windowed the creative 
genius of some of the nation's top displaymen directed 
toward a common goal of selling store merchandise in the 
Mandel Brothers (above) way that most enhances the store's reputation — display. 
No other medium does it as efficiently or as well. During 
| the month, the Loop played host to crowds visiting the 
A bold red, white and blue color scheme and outdoor sports : a , ow f g 

props gave a jaunty air to a four-window series. Shutters and Chicago International Trade Fair. Many stores put added 
striped awning formed a pavilion frame for the displays. A cut- life into their off-season promotions in order to reach 

out diving tower with red diving board, white framework and HL that L 
blue bench was the backdrop for three mannequins displaying these new throngs with their very best. The number of sell- 


breezy full-skirted dresses and wide-brimmed hats. No window outs showed that the promotions were a success. 
sign was used in the first running of this series. After a mer- 

chandise change, it was entitled, “Marina.” “The dresses sold 

very well,” a member of Mr. James’ staff reported. 


Carl James 


Henry C. Lytton (left) 
G. C. Bowen 


Careful choice of color, using a combination of lilac, blue and white, re- 
sulted in a series of four captivating displays. Window Display Manager 
30b Busse made good use of an optical illusion to get animation into his 
display. Double-spoked pinwheels on the back wall had a turquoise layer 
of spokes behind a lavender layer that gave the effect of rotation to 
shoppers passing by. The colors were different from the scheme of the 
display but there was not enough of them to detract from the others. 
Three dimensional flowers appliqued on the back wall duplicated those 
in the lilac print dress material. A rubber matting on the floor that 
looked like brick and a row of white concrete block along the back wall 
put texture into the promotion. Ferns grew out of soil placed in the 
cores of the blocks. 





V. L. & A. Abercrombie & Fitch (right) 
Arthur Wood 


In a display that would have made any game warden step in 
and ask for a show of fishing licenses, Mr. Wood promoted 
sporting goods and sporting attire. A couple clad in the most 
complete of angling outfits stood, poles in hand, about to try 
their luck. The female mannequin was on high ground in front 
of a back wall mural picturing a lake scene. The male mannequin 
was knee deep in water simulated with a sheet of clear plastic 
film. The film was hung about three feet high on thin wires 
stretched across the window. Only the male mannequin’s hip 
boots pierced the rippled surface of the plastic. Beneath the sur- 
face two mounted fish from the store’s collection appeared eager 
for the bait. Paper spread on the floor and part way up the 
back wall looked like a rocky stream bottom. Driftwood and 
underwater plants completed the setting. The sign “Let’s Go 
Fishing,” was fastened to a piece of driftwood. The display was 
lighted overhead by a luminous ceiling for a natural effect. 





Saks Fifth Avenue (right) 
Joe Kreis 


“Dresses to dazzle the eye on a soft summer evening’ was the 
title of a display that dazzled beholders into buying, directly from 
the window, five of the store’s six $300 to $400 dresses before the 
photographer could record the arrangement. A print dress (/eft) 
had to be substituted for one of the original yellow silk chiffons 
(right). White framing backed by sheer yellow ninon formed a 
screen behind the two mannequins, a crystal chandelier and a large 
plant. As is his custom, Mr. Kreis used caretfully-planned lighting 
to emphasize his effects. In this case, yellow lighting was used 
generally with pink spots from one side, blues from the other and 
whites on the merchandise. 


By 
RICHARD 
DAY 


Wm. Y. Gilmore, Oak Park (right) 
Ted Lees 


Matching sport clothes and swimsuits were the subject of a tropical 
promotion by Mr. Lees. A south seas setting was provided by ribbons 
of bamboo twisted and hung from the ceiling at the sides and across the 
window at the top. A large splotch of dried palm leaves on the back 
wall and a smaller splotch of coral on the floor completed the setting. 
A single mannequin wore shorts with sweater and jacket while a torso 
fastened to the wall at the left displayed the black and white rose print 
swimsuit. 
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Marshall Field (left) 
Virginia Paxson and Staff 


Miss Paxson and her staff saw possiblities in ordinary packing and 
crating materials and used them with imagination to display travel- 
keyed merchandise in four windows. All props were left in their 
original state. Prominent in the window pictured was a large shipping 
crate which made an effective shadowbox. Inside was a mannequin 
wearing one of the featured suits. Pieces of luggage were suspended 
from the top of the crate by heavy twine which continued on, linking 
handles of suitcases stacked high against the crate. A second suit- 
clad mannequin was posed near the open crate lid. Brown wrapping 
paper was crumpled on the floor to hide the mannequins supporting 
bases. In keeping with the props, a rough board was used for a sign. 
Stenciled lettering read, “Send to: wherever you want to travel.” 
At one end of the sign was a wheel and at the other, a shipping tag 
with information about the luggage. 


Carson Pirie Scott (left) 
Clement Bradley 


Something unusual about a five-window Carson’s series 
made it an eye-catcher. “It was,” said Dick Minto, win- 
dow display manager, “a sellout display.” Invisible wires 
were used to suspend stuffed black dresses out in front 
of the back wall. Two mannequins wore white dresses 
identical to their black shadowmates. With cutout letters 
on the back wall spelling out, “You and your shadow,” 
the window sign was a part of the display. Underneath 
it was a self-and-shadow motif that had a grey laughing 
face between the black-on-white and the white-on-black 
faces for humor. 





1 d CaS for men’s wear 


By ROGER ANDERSON 


Sport Shirt Stand 


Two long bamboo poles are placed from floor to ceiling with cross-pieces 
every two feet. The shirts are attached forming a loose triangle in every 
second square together with suitable accessories. A small group of more 
accessories with the odd bamboo stick, is grouped on the floor. A full 


window can be built up with several of these bamboo constructions. 


Old Salty Flavor 


Suspend two or three small beer or fish kegs 
at odd intervals from the ceiling. Place one 


on the floor to the copy card and a long loose 





rope. Cover the floor in places with an as- 
sortment of large and small stones such as illus- 
trated. Suitable merchandise to display would 


be in the line of jerseys, shirts, ties, etc. 

















Balloons for Heads 


Use a range of colored, gas filled balloons of 
a suitable size for painting on humorous faces. 
Tie the balloons to the floor and arrange them 
at various levels and distances throughout the 
window. Hats are placed on all the balloons 
except one which is situated in the foreground, 
imprinted with the selling text. 











DISPLAY WORLD 





“To Stand Before the Mast” 


Floor is completely covered in wooden planks to 
represent a ship’s deck. An old bannister is 
rejuvenated to make a ship’s railing while a mast 
stands on the right side of the window support- 
ing a cross-piece with sail (from callico), the 
top of which is pinned out of sight near the 
ceiling. A few waves may be painted on the 
background and a brass bell attached to the mast 
along with the copy card. Altogether this will 
give an excellent effect of an old sailing ship. 


















































Aiming At Professionals 


It would be a simple matter to gather together an 
assortment of the thickest study books available on 
such items as law, engineering, medicine, chemis- 
try, science, etc. Arrange these in a haphazard 
pile with a coffee cup and saucer on top and a 
coffee pot on the floor nearby. An atlas can 
remain open with an extra page inserted to hold 
the copy text. 
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Scientific Approach 


Chemically treated raincoats or other mer- 
chandise may be eye-catchingly displayed around 
a chemical and scientific theme. The apparatus 
need not explain any scientific details, merely 
represent a jungle of glass—preferably. working. 
A few chemical symbols are painted on the back 
panel while the selling text is printed on the front 
panel. Coats are grouped on either side. Ex- 
cellent for dramatizing the new synthetic fibers 


in suits as well. 














Henri Bendel (above) 
Anthony Ballatore 

For a children’s wear magazine tie-in, Henri Bendel’s new display director staged a sophis- 
ticated puppet show with the creations of Frank Paris, “a fantastic man who lives in the 
Village and must have at least a thousand puppets.” Blue, pink and yellow filters were used, 
with spots on the clothes and pinpoints on the puppets. 


AY TALESE, the 28-year-old New York Times reporter, 
continues his affair with "The Apple" in a topnotch intro- 


. duction for the July Esquire's issue-long exploration of the 
a IC Ir city. As may be expected, a few words are reserved for “a 
group of sophisticated females who stand in store windows all 


night and day wearing cold, perfect smiles. Like sentries they 
line Fifth Avenue — these window mannequins who gaze onto 
, the quiet street with tilted heads and pointed toes and long 
of Ma nhatta nN Display rubber fingers reaching for cigarettes that aren't there." .. . 
Congratulations to that avid collector of Early Americana, 
Jess Sweeney, on his appointment by City Specialty Stores as 
By RAYMOND MASSEY assistant display director of all Franklin Simon and Oppenheim 
Collins outlets. ‘We're all terribly pleased,’ enthused his boss, 
Photos by Virginia Roehl Studios Wilmer Weiss. . . . "Typewriters," Somerset Maugham once 
remarked, ‘simply can't spell," nor, he might well have added, 
can they be trusted with numbers. Which is by way of apology 
to Mr. Suspension, Sidney Shneer, who's responsible for the 
displays in 15 of |. Miller's 20 stores — 10 more than the five 
mentioned in the July issue. 


Franklin Simon (left) 
Wilmer Weiss 

“We put as much thought and drama and fashion into these Father’s 
Day windows as we do in preparing our regular fashion displays,” 
said Wilmer Weiss, Franklin Simon’s new visual merchandising direc- 
tor. “We feel that men’s wear displays, in general, whatever the season 
are just as demanding as showing high fashion; that there’s no excuse 
for just sticking in a shirt and letting it go at that. In this series, we 
attempted to offer different interpretations of the man’s world, never 
forgeting the women in it, the women who, after all, do most of the 
gift buying — having the man at the country club, in an elegant Italian 
shop, in a rustic country shop and, of course, at the office. By using 
the full potential of these situations, we were able to dramatize the 
entire range of what our men’s shops have to offer — everything 
from ready-to-wear to home furnishings.” The background is the 
same “Franklin Simon Playhouse Presents” stage pictured in the June 
issue, here adapted to a performance of “Male Lead.” 
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Lord & Taylor (right) 
Paul Vogler 


“Everybody loves the Popover!” — a collection of re- 
lated Donald Brooks creations in a wide range of fabrics. 
To emphasize their international aspects, Mr. Vogler 
used suspended cutouts with skins of Italian, French and 
Chinese newspapers and, for North American flavor in 
the window shown here, Women’s Wear Daily. 


Bonwit Teller (left) 
Gene Moore 


The bathing suits are from an international collection, the straw crates from 
Mexico, and the new mannequins are another reflection (cf. Franklin Simon) of 
the trend toward what the literary quarterlies would call verisimilitude. Mr. 
Moore’s amber, pink and blue lighting, with special attention paid to shadow 
effects, employed five 500-watt spots overhead and baby spots on the sides. The 
floor was covered with sand. 


Macy's (below) 
John R. Foley 

Here’s an example of the wedding of display 
savvy, imagination and taste that has charac- . 

ivvy, imagination a ) ta te it has charac Gimbels (below) 
terized Mr. Foley’s 27 years with Macy’s. John § : 
The ‘round-the-world atmosphere for an “Ex- ohn Saporita 
clusive Collection of Bridal Fashions Created “On the go Juniors go everywhere in Ked’” — in a variety of 
by the International Couture” was achieved red dresses with white touches, that is. Aside from the color 
by setting off the gowns with white silk cur- images suggested by firemen, and the well-known display 
tains showing cathedrals appropriate to their properties of ladders, New York is undoubtedly the fire 
origins—( London’s Saint Paul’s, for example) enginest town in the cosmos a town of all kinds of sirens, 
hand painted in gold. About 3000 watts worth loud in all kinds of ways. The floors and backdrops are 
of green-filtered rear lighting was used. off-white; the lighting is by 200- and 300-watt daylight spots 
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Designed to SELL 


By JIM 


recently had a business call to make in 

a large mid-western city and planned 

to pay a visit on an old friend of mine 
in the display business whom I[ had not seen 
for a few years. The large department store 
where he was employed in the capacity of 
display director was not hard to locate but 
his office and the location of the display 
department were. 

I went to the top floor on the fast “cus- 
tomer” elevator and then climbed up a wind- 
ing stairway and down a long passageway 
to finally reach his office and shop. The 
display department was a long room under 
the roof and, believe you me, it was hot, 
and I felt sorry for the three men—all 
highly skilled displaymen—who were work- 
ing there. 

Finally my friend climbed the stairs and 
we had the pleasure of a long chat. 

Naturally our conversation turned to dis- 
play and he expressed his opinion of the 
location of his shop and office very forcibly. 
Basically, he said, “Our buyers sit in air- 
cooled offices purchasing all the seasonal 
merchandising that we have to help SELL 
through the medium of window displays and 
literally hundreds of store interior depart- 
mental displays all designed and built in 
this rat hole of a shop. 

These were strong words and, in rebuttal, 
I asked him what he was trying to do about 
it. His answer was “There is nothing I can 
do as management will not allocate the 
money to move this shop to a cool adequate 
size basement location.” 

Many of the large chain stores know and 
value the importance of display as one of 
their best selling tools and have established 
definite budgets based on the total gross 
annual business, but, from my own observa- 
tions, working conditions are not good. 

How about some comments and sugges- 
tions from a few live wire younger members 
of the profession. I’m sure that Display 
World will be glad to publish them. If you 
do not want your name or that of your 
store published just say so, and you can 
speak out without having to worry that 
your boss may twist your arm. 

If I were a young fellow again in 
the business: I would get my hands on some 
facts and figures relative to sales that would 
prove to top management what some of my 
window and interior displays do to increase 
sales. 

I would work up plans to remodel a spe- 
cific department that was not doing the 
business it should and then, after a new 
bright color scheme had been installed with 
a carefully planned rearrangement of the 
floor fixtures with the possible addition of a 
few new ones, I would wait three months to 
assemble and compare figures to prove a 
definite increase. 

These are the “facts and figures” that man- 
agement will listen to, and they are the 
ammunition you need to effect improvement 
in what is usually called “working condi- 
tions.” 
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KILEY 


(A) Columns can be good display points 
and this sketch shows how one or more in 
your important carpet department can be 
dressed up with a panel and base treatment 
at a reasonable cost. 

(B) This drawing shows how a number 
of expansion poles can be installed to sup- 
port picture frame plaques in which sample 
pieces of carpet can be feature displayed; 
be sure they are flood lighted. 

The wall shadow box at the left is an- 
other low cost installation that will dress 
up the entire department and it can be 
treated as a “window” inside the store in 
which to feature display new carpets and 
rugs. 

Fluorescent tube lights can be installed 
all around the sides to flood light the in- 
terior. 

(C) This giant size picture frame can 
easily be built out of a few lengths of pine 
board suspended from your ceiling grille 
to create the indicated two dimensional 
effect with one or more mannequins placed 
inside the frame with others out in front. 
The two dimensional effect can be augmented 
by tacking on the cutout of plywood or wall- 
board tree sections as shown; paint them in 
brilliant fall colors. 

(D) Here is a project one of your shop 
men can build out of plywood and then 
paint in realistic colors. Load it with toys 
in the “tiny tot” category and install it in a 
good traffic location and watch it snag 
extra plus “impulse” sales. 

Your toy buyer will really perk up when 
he sees this unit working for him as a new 
silent salesman. 

(E) For five years I was in charge of 
store planning for a chain of stores up in 
New England. Matter of fact, I still plan 
all their new units and they have a fine old 
mechanic in their maintenance department 
that can make most anything. He represents 
a breed that is fast leaving the scene and 
next time I visit his shop—vyes, it is in a 
subbasement—I am going to have him make 
up a sample of this unit out of bent pipe. 

I think it will make a good functional low 
cost display unit and the sketch shows one 
side of the upper section faced with % inch 
perforated board and the other with some 
kind of a metal grille. Many ladies’ fashion 
accessory items can be pinned onto the 
grille or displayed on the perforated panel 
with stocks carried in the lower bins. 





UNE 


KEY POLE 


will make a feature 
display wherever it 
is placed. Brackets and 
shelves are all that 


is needed. 





KEY POLES 


dramatically display 
a theme promotion 
glamorously and with 


little effort to set up. 








KEY POLES 


for the third dimension 








to stimulate new 
horizons for your own 
imagination, presenting 
your best with little 
effort. 











GO! ..... 


‘round with 


KEY POLE 


to command attention 


Hundreds of eye- 
catching ideas to set 


your displays in motion. 


ea 














NO OTHER |) POLE CAN 
DO SO jf] MANY THINGS 
SO WELL || AS KEY POLE 


PATENTED TRADE MARK REG, 








Jim Kiley, who has been in the display 
business many years, established his own 
business as a store planning consultant 
two years ago, and if any store wishes 
to contact him they can do so through 
this publication. 

Without cost or obligation, he will be 
glad to mail out details of his service 
and its reasonable cost along with photo- 
graphs of completed installations. Write 
to Jim Kiley, Display World, Cincinnati 
1, Ohio. 














Write for Free Brochure to 


Manufacturer 


Creative Promotions of California 


incorporated 
3820 GROVE ST., OAKLAND 9, CALIFORNIA 


or to the Eastern Distributor 


Empire Display Mfg. Co., Inc. 


45 WEST 34th ST., NEW YORK 1, N. Y. 








imsical Moods 


Sell Summer Wear 


In San Francisco Area 


By DICK JACHIM 


HE HEART is warm and light, the dreams optimistic, for it is 

summertime. So merchandise presented imaginatively to cater 

to these moods receives most of the attention. These whims 
are so well complemented in the windows of Ransohoff's with 
swimwear, Gump's by chicness, Macy's hours for playtime, City 
of Paris' gesture to beauty, Kahn's dreams of faraway places, 
and the fantastic suit sale at Grodin's of California. 


CITY OF PARIS (above) 
Elmer C. Diehl 


Myrargia cosmetics in their Spanish packaging 
and design received a homogeneous setting with the 
many bright colors and exciting objects associated 
with Spain. On a white satin floor with a black 
lace overlay, a Spanish-design wrought iron panel 
filled with merchandise adorned the left portion of 
the background. Original paintings of Spanish 
scenes decorated the right side. A chair in the 
foreground held a complete matador costume. 
Additional merchandise was strewn over the floor. 


RANSOHOFF'S (above) 
Milton Keller 


The historical approach attracted much attention 
to a swimwear promotion here. Old black and 
white prints blown-up to bigger than life-size 
scenes of suit styles in the 1880s covered the back 
wall. These backgrounds were then given a 
tremendous contrast by placing the present day 
designs, in their bright colors, before them on 
forms and mannequins. Like beauty contestants, 
the mannequins wore a ribbon streamer with gold 
Victorian lettering, which read, “Swimming 1960.” 
The many new exciting accessories, such as straw 
hats and hand bags, colorful scarfs, gold chain 
necklaces, big hoop earrings, novelty sunglasses 
and lotion added further to the contrast of vester- 
year. 


GUMP'S (left) 
Al Proom 


White for the summer was very dramatically glorified 
in a seashore scene here. To create impact for the chic 
white costume on an alluring appearing mannequin, 
Mr. Proom gave it a stark motif. White walls, a floor of 
sand, a rustic boardwalk, and sea shells on a weather 
beaten shelf unit as well as along the floor accented the 
rich, feminine warmthness of the costume. 





GRODIN'S—OAKLAND (right) 
Forrest R. Robbins 


One of the most amazing and successtul sales in 
men’s suits is held annually at this chain of men’s 
fine quality stores where three suits are sold at one 
time. The psychology of this presentation must be 
a successful study in human understanding. In this 
promotion, $100 suits were offered at three for $275. 
The technique in display for these sales is elegance. 
Though the sale is given much ballyhoo by substan- 
tial size readers and price-tickets, they are executed 
in rich, quality tones to overcome the normal stark- 
ness associated with a sale. In this window, the 
background is a sunlight yellow with a luxurious 
gold rug on the floor. Suits in dark grey and browns 
sharply formed with matching yardage draped for 


the custom look is the foundation tor the windows. 


MACY'S (left) 
James Stewart 


Summer is synonymous with the “Great American 
Week End,” from Friday at 5 p.m. to Monday at 
9 a.m., which served well as the caption for this 
promotion of casualwear. <A tun atmosphere cov 
ered the back wall, with a line drawing scene of an 
accessible weekend spot, Las Vegas, shown in 
this drawing. White walls and floor of seamless 
paper proved a good background for the blue cut- 
out clocks, with the designated time for the week- 
end on the faces, and the ribbon-chain above them 
with the theme lettered in. These were suspended 
by invisible wire. Between the clocks, mannequins 
in casualwear cavorted about. 


KAHN'S—OAKLAND (right) 
Rocky De Liso 


Italian-designed casualwear with authentic gifts from that 
country as highlights created a series of continental feeling 
windows. A white background washed with blue fluorescent 
lights helped carry the sea coast motif for the crane lowering 
a barrel of the imports which broke open. While standing 
by, in striped blouses, solid color shorts and Capri pants, were 
damsels so much in fashion for the summer—the play season 
of the year. 
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...on and off the record 


—Between Stan Cohen and his lovely assistant at Art R. Cohen Com- 
pany, Pittsburgh, is the fabulous mink Christmas tree that caused such a 
sensation in Pittsburgh last year, when it was delivered to John M. 
Roberts Co., a leading Pittsburgh jewelry company, by a Brink's truck 
with six armed guards .... The four-foot tree has over 50 branches... 
Skins are matched and sewn in varied sizes tapering down to 26 inches 
in diameter for the bottom branch ... It is now available to anyone 
interested for use this Christmas .. . It was creating interest at the 
June Market Week where it was on display — minus armed guards— 





Photographs for this 
page are always wel- 
come, the more _infor- 
mal the better. Address 
them to Editor, DISPLAY 
WORLD, Cincinnati |. 








. | eg ss ‘VO —Blonde skin-diver Jane Baldasa 
—The Mitten Display Letters’ "Real Live Money Tree," | 6 pauses in her underwater display job f¢ 
one of the eye-catching features of the just-concluded “yg ie 4 —- Medana Watch Company in a Ne 
NADI Market Week, is accepted by winner Frank . 1 ; ) ; York City department store window 
Gentleman (right), display manager of E. J. Korvette, | 2 .\s eat a banana. . . Water in special ta 
Inc.'s East 44th street, New York City, store . . . The 5 | “ey : | was kept crystal clear through week-lo 
tree was a booth prize highlight at the Mitten exhibit gl i promotion by a Clear-Water filter (filt 
. . « The money tree, created by Mrs. Jessie Mitten, noes | : ie tank at lower left) by Lomart Industrie 
is a live gardenia plant with real dollars "“grow- | Incorporated— 
ing on its branches . . . Presenting the tree to Mr. oe er 

Gentleman is Allan Thurman left) of the firm— 


—John J. Sullivan, representative of D. G. Williams, Inc., in t¢ 

* Chicago area, holds a "Clara" given to him by Marshall Field in hon 
—Left to right, Princess : of 20 years of outstanding service as a supplier to the Chicago depa 
Albert Poniatowski of Lan- _- 4 8 ment store ... Present in the photo taken at the presentation a 
vin — Poris; Mr. Pete ' Harold Smith, in charge of display for the store's State street fashic 
Stucke, display director of . windows; Homer Sharp of the Interior Display Department; Mr. Suiliva 
Godchaux's, New Orleans | ee Frank Cararelli, in charge of display construction; John Moss, vic 
and Mrs. Edouard Pe ca, PAINT president in charge of art and design, who presented the ‘Clara 
nand stand in front of ’ “29 *ot ool Johanna Osborn, special events; Pat Miller, assistant display manage 


Godchaux's, inspecting the ‘ and Annette Lewin, assistant display manager— 
recent Lanvin ‘Fragrance 


and Flowers" window dis 
plays— 


—Jeffrey Wetrich (left) trade relations man- 
ager of The Watchmakers of Switzerland con- 
gratulates Jerry Halloran (right) vice-presi- 
dent of Display Corporation of Milwaukee 
on his winning the Point-of-Purchase Adver- 
tising Institute's “Showmanship in Display” 
award for his creative merchandising contri- 
bution in the development of the Watch- 
makers of Switzerland "Compare" display. 
The display — an award winner in its own 
right — allows the customer to compare the 
movements of an inexpensive watch with the 
movements of a Swiss Watch— 





Now you can create any display 


ee aed a. A effect imaginable... day in and 
mee €. » day out... year after year after 
ee ie year! So your initial investment 
7 <— in Darling’s Junior Vizupoles 


pays off with a lifetime of 


display possibilities! 
4 — | And no special tools are needed 
a to assemble a Junior Vizupole 


unit. Brackets, lateral joiners 





~~ ; 3 and display attachments lock 
: : ij . : securely into the full-length 
rar with Darling 7 : : | Vizupole channels with the 


simple twist of a screw-driver. 


see? —<—- It’s adaptable to all sorts of 
JUNI | <a es X34 merchandise... flexible to 
fd ‘ ‘ 


Suit any season or special 
promotion... functional to fit 
any space situation. 


And, when combined with the 
sales-compelling magic of 
Darling’s new Spritely Kids 
Mannequins, Junior Vizupoles 
introduce an entire new range 
PERFECT For of display possibilities to your 
YEAR-ROUND store's interiors and windows. 


PROMOTION Write now for free descriptive 
IMAGINEERING |! literature and let yourself go... 
oe ‘ display-wise! 


YOUR ONE COMPLETE SOURCE FOR FUNCTIONAL DISPLAY AND MERCHANDISING EQUIPMENT! Distributors in All Principal Cities 


L.A. DARLING COMPANY oo 
Bronson, Michigan L. A. DARLING COMPANY, Dept. 80D, Bronson, Michigan 


oat h 4 
NEW YORK CHICAGO LOS ANGELES Shane mint L_] Junior Vizupoles Brochure 455 
47 W. 34th St. 222 W. Adams St. 1818 S. Flower St. : [] Spritely Kids Cataldg 485 


f hecked: 
a Se [] Cardholder Catalog 470 
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IT’S ALWAYS MARKET WEEK IN NEW YORK 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS 

& DISPLAY MATERIALS 


For Windows ond Interior Store Display 





American Fashion Museum 
i6 West 77th Street TR 3-9103 


CHARLES LEDERMAN, HISTORIAN 
Can furnish, on rental basis, authentic period eutfits 
to highlight your anniversary, special events, spring or 
fall promotion. Ask for information. Recommended 
by N. R. OD. GLA 





Arts & Flowers Displays, Inc. 
{Air Conditioned) 
43 West 5éth St. Cl 7-7610-11-12 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Austen Displays, Inc. 
133 West 19th St. WA 4-626! 
Outstanding Display Novelties in Paper, Wood 
and other materials. Facilities for special 
promotions for department and chain stores. 


Interesting imports from Europe and the Orient 








Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 





BONAFIDE 
Display and Decorative Co. 
34 West 38th Street BR 9-1362 
Mfgrs. & Importers of Artificial Flowers 
Novelties & Natural Foliages 





Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 


Duvetyne in an exceptionally wide range 
of colors as a perfect substitute for felt. 





Butler Paper Co., Inc. 
WORLD DISPLAY CENTER 
400 8th Ave. (30th St.) Ph. 212 LO 4-8178 
Headquarters for NEW IDEAS Made of 
Paper and Cardboard 
Open Saturdays 


L. A. Darling Company 
Office and Showrooms 
47 W. 34th St. WI 7-3228 
MANNEQUINS * FORMS * DISPLAY FIXTURES 
VISUAL MERCHANDISING EQUIPMENT 
Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 


DECORATIONS 
Imported Novelties, Settings 








Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 


Display Settings, Novelties, Units 





Display Arts, Inc. 
600 W. 57th St., NYC 19 

MANUFACTURERS OF 
MECHANICAL SANTA CLAUS' — 


PILGRIMS — CLOWNS 


For Sale or Rental 


CO 5-6023 





FLAIR 


MANIKINS 


15 W. 18th Ch 3-3626 





The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
991 Sixth Ave. CHickering 47165 

MANNEQUINS 


and Promotional Displays 





Victor Haida Displays, Inc. 

149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 
Largest Showroom in the Country 





David Hamberger, Inc. 
136 West 31st St. PE 6-0465 


MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units 
Backgrounds, Novelties 





The L. J. Charrot Co., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Units, Novelties and Decorations 


c be i ¢ Display Co. 


293 Seventh Avenue WA 4-3720 
Manufacturers and Importers of Unusual 
DISPLAY MATERIALS 
FOLIAGE and NOVELTIES 
Circle Fabrics 
141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 


ACCESSORIES 
Lovis S. Morgen 











Colonial Decorative Display Co., inc. 


122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 





Covered Wagon Movers 
168 Bleecker Street AL 5-1788 


Special Handling — Uncrated Displays 
Round the Clock Service 





The Imitation Food Display Co. 
107 Lawrence St., Brooklyn |, N. Y. TR 5-1268 


FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 


“LICO DISPLAY FIXTURES" 


Lustra-Cite Industries Inc. 
331 Kent Ave., Brooklyn II, N. Y., EVergreen 7-4100 
(The Largest Line of Stock Fixtures in the Country) 


BRASS — WIRE — PLASTIC — WOOD 
POINT-OF-PURCHASE DISPLAYS THAT SELL! 











Madisonia Manikins, Inc. 
New York — 152 W. 25th St. — CHelsea 3-1550 
Chicago —I!! S. Desplaines— DEarborn 2-6818 


MANIKINS — RENTALS — REPAIRS 


America's Largest Manikin Refinishers 





Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 
DISPLAY FABRICS & ACCESSORIES 
412-20 N. Orleans St. 
1113 S. Los Angeles 


John Tucker Mertz Studio 
449 Amsterdam Ave. TR 3-3440 
“OLD PROS UNDER A NEW NAME" 
Nothing on the Shelf -— Original 
Displays strictly to order 


Chicago 
Los Angeles 








Metropolitan Mechanical Display Co. 
50 West 22nd St. OR 5-1280 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 


Mileo Mannequins 
7 West 36th St. 
MANUFACTURERS 


of Misses, Juniors, Pre-teens and Children’s 
quality and style-right mannequins. 





WI 7-7618 





Miya Company, Inc. 
373 Fourth Ave. LExington 2-4866 
Manufacturers and Importers of 
Shoji Screens — Oriental Goods 
Artificial Flowers — Bambooware 
Bird Cages, Lanterns, Parasols & Novelties 


New Style Studio 
58 East I ith Street GR 5-3777 


HEADS, FORMS & MANNEQUINS 


Realistic, French, Period or Abstract 
Artistic Finishes 


MANNEQUIN REFINISHING 


RIP Studio, Inc. 

15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 
Functional and Decorative in All Media 











Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 


MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displays. 
Your designs or our own, and designed to fit 


ANY BUDGET 





Tero, Inc. 
Factory and Showroom 


153 W. 23rd St. CH 2-7344 
Manufacturers of Finest Quality 


MANNEQUINS 


Ben Walters, Inc. 
156 Seventh Avenue AL 5-1500 
Chain Store and Custom Displays 
DIP IT — DRAPE IT — SHAPE IT MEDIA 
ANGEL HAIR — BUBBLE MACHINES — 
PENDANTS — SNOFOME 


D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 











DISPLAYS 


Your Budget is Our eso 
434 Sixth Ave. L 4-3200 
DESIGNERS and MANUFACTURERS 


SAVE TIME — 
DO YOUR DISPLAY BUYING 


IN NEW YORK CITY 
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to increase sales and 


on by dramatizing Your 
this important | | 
it at reasonable ~ | 


portunity is yours 
- the Fall seas 
in-store displays for 

d. You can do 


merchandising perio 
these New York display h 


s and at the same time 
Consult them. 


cost and ouses can supPry 
the necessory ingredient 
assist YOU with your display planning: 


we JtagR res 





at a 
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The Display Executive . . . 


| mage of H IS Sto re By MYRTLE STEWART 


T has been said, facetiously, that when a 
woman looks into a store window she 
neve! anything that intrigues her 
own reflection. This 
be true of some women when they look into 


sees 
as much as her may 
some windows, but not of the who 
look into the windows that image the store 

such as Woodward & Lothrop of Wash- 
ington, D. C. In this store’s displays there 
is that unfailing excitement of CURTAIN 
GOING UP! 


women 


—Above is interior scene during Winter Holiday 
promotion showing palm tree and swimming man- 
nequin on ledge, palm, frond sconce on column 
and arrangement of water skis and ski rope on 
column to rear More elaborate ledge dis- 
plays were featured elsewhere in the store, such 
as an actual speedboat pulling mannequin water 
skiiers— 


When the curtain goes up, it is 

a basic function of display to 

express a clear concept to the 

public of what kind of a store 
you represent 


George K. Payne, display manager, em- 
phasizes that “the image of Woodward & 
Lothrop is shown in quality of merchandise, 
fashion that is right, price that 1s competitive 
and the way in which promotion conveys 
these facts to the purchasing public. There- 
fore, merchandise selected for display is 
never mediocre, but the best; and its pre- 
sentation natural, believeable 
fashion picture, for the function of display 
is to express a clear concept to the public 
of what kind of a store we are.” 

Since fashion is always changing, the 
store is perpetually new, or renewing. There- 
fore the image must reflect this character- 
istic in addition to its basic motif—quality, 
courtesy, integrity. 


expresses a 


This effect could never be accomplished or 
sustained by a hit or miss method. Authen- 
ticity must be the monitor of every category 
of the store’s display, else the image would 
suffer and consequently misrepresent the 
store. Authenticity does not come in degrees. 
Therefore perpetual checking, verification 
and research are mandatory. 

A well known short cut to the spade work 
of authenticity in display is the idea file. 
At Woodward & Lothrop this file is a cab- 
inet of drawers stocked with photographs, 
color prints, clippings and pamphlets in 
alphabetical order by subject, in almost every 
conceivable classification, and it is being 
added to continually. A typed list of the gen- 
eral contents is on top of the safe. 


—Below is sketch by Mr. Payne that eventually was transformed 


into the corner window display at right 


. The scene that more 


closely resembles the sketch appeared in our February, 1960, issue, 
representing the winning entry in the store-wide promotion category 
of the 1959 International Display Contest .. . This Cypress Gardens’ 
famous Wishing Palm was worked out with a New York firm which 
made a faithful replica from Mr. Payne's sketch and photographs— 


If the idea file does not contain sufficient 
information for a proposed display theme, 
Mr. Payne himself visits the locale, whether 
in the United States or abroad. An example 
of this was the store’s amazing 1959 Winter 
Holiday extravaganza in preparation for 
which Mr. Payne went to Florida where he 
made and collected several hundred photo- 
graphs and many drawings with accom- 
panying detailed notes. These provided guid- 
ance for the men in the shop and the back- 
ground artist, so that the portrayal would be 
as exact as possible. 

The promotion depicted actual Floridian 
scenes from Cypress Gardens in Winter 
Haven and Silver Springs in Ocala. This 
display occurred at an auspicious time in Jan- 
uary. Jaded shoppers, still surfeited with 
the complexities of Christmas holidays and 
chilled with raw weather, were pleasantly 
startled at the sight of the Winter Holiday 
presentation, with its lush tropical delinea- 
tions in the windows, and dominating the 
main floor and ledges. Sales accelerated! No 
doubt many shoppers and lookers were in- 
fluenced to visit these particular resorts. It 
was no wonder that those approached for 
cooperation, help and information were so 
delighted to respond, and supplied expen- 
sive dioramas, photo murals in color and 
12-foot long panoramic plaques. 

Another triumph of authenticity was the 
store’s institutional promotional last year, 
“Salute to the United States Government.” 
It was timed for the annual influx of visiting 
students and other sightseers to the nation’s 
capital city. This mammoth undertaking of 
visual reporting required that the display 
manager “read, read, read, write letters, meet 
with heads of government agencies or their 
deputies, coordinate, recommend, adapt, bor- 
row and improvise.” The display was scru- 


DISPLAY WORLD 





—One of the displays 
from the "Salute to 
the United States 
Government” series is 
this one showing the 
Secretaries of State 
past and present along 
with other informa- 
tion describing | this 
phase of governmental 
activity— 


tinized by heads of the U. S. Government, 
resident diplomats, and school children; and 
in this protocol-wise city there was not one 
criticism, but universal commendation. 

Together with these two types of display 
there is the annual promotion of imports, 
imaging Woodward & Lothrop’s genuine in- 
terest in its community, the United States of 
America and the world. 

Such dynamic display would be impossible 
without the free-wheeling cooperation of all 
concerned, under the coordination of the 
display manager who must be well adjusted 
in his attitudes toward his co-workers and 
have the temperament to not become flus- 
tered in the throes of the stop-watch proce- 
dure of ever-changing displays. Mr. Payne 
explains that when everyone concerned 
knows the whole story, and not merely frag- 
ments concerning his part alone, the whole 
thing comes off well. Right-hand man to 
Mr. Payne is his assistant, Robert Griffith. 

Many complaints are heard among dis- 
playmen that management does not appre- 
ciate their effort, their talent and their role 
in the selling of merchandise. But Mr. 
Payne takes a very different attitude. With 
disarming forthrightness he declares: “At 
the risk of sounding like an apple polisher, 
I say in complete sincerity that I am 100 
per cent back of my store’s policy—I respect 
it...I admire it and I am happy to 
endeavor to the utmost to comply with it!” 

Obviously this display manager has proven 
to the satisfaction of his superiors that the 
results of his skills warrant the expenditure 
of the funds allotted to display. 

Incidentally, Mr. Payne offers the follow- 
ing counsel to anyone wishing to become a 
displayman a course in a good commercial 
art school will be of great help. 

Whereas television presentations have the 
advantage of rehearsals, in window display 
everything has to be right the first time, 
when the curtain goes up. And before that, 
nearly everything has to be done almost 
simultaneously. Merchandise, props, scenery, 
mannequins and signs must be garnered with 
dispatch. The window’s floor and plate glass 
must be cleaned. The selected merchandise 
must be pressed and accessorized. There 
must be no wrinkles, no bits of lint and no 
imperfections in the finish of props. Silver, 
china and glassware must shine. 

In the morning, before the store opens, the 
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men have taken out the previous week’s 
windows and put all the next props in. 
Then they start arranging the displays, 
usually decorating three windows a day. 
When plate glass windows must be removed 
for displays involving cars, boats, pools for 
penguins, etc., this is done at night. 

In removing an old display, all props are 
saved if they can possibly be used again. 

The display department maintains its own 
merchandise record for all items it uses 
from the store’s stocks. A printed form for 
this purpose shows date, department from 
which borrowed, item, quantity, description, 
by whom authorized, by whom received 
upon return, with date returned and the re- 
ceiver'’s initials. 

The Woodward & Lothrop window-stage 
is always the stunning black and white mar- 
ble floor. There is unending variety in the 
convex teasers which are covered in seam- 
less paper—sometimes in a monotone, some- 
times in contrasting or harmonizing colors— 
and padded at the base so that they will not 
scratch the marble floors. Each teaser is 
held in place with a strip of wood requiring 
only one nail in each end to batten the 
teaser invisibly to the wall. The “stage” is 
always framed in the permanent rich panels 
of stone-green and antiqued-gold, blending 
with the store’s exterior. 

A compelling feature of Woodward & 
Lothrop’s image is that the store carries out 
a united theme organization, in which it says 
the same thing at the same time in all adver- 
tising media, newspapers, windows, interior 
display and signs, and in all its branches 
within seven neighboring suburban counties. 
Thus the metropolitan area could hardly fail 
to observe the glowing image of this dedi- 
cated store. 

The curtain is up, and public appraisal 
eulogizes the store’s pleasing image, that 
illustrates the infallible higher law of finding 
one’s own in others’ good. In fact, one of 
the store’s continual but pleasanter problems 
has always been the acquisition of enough 
space to accommodate its perpetually pyra- 
miding sales operations. 

Finally, this store’s history and _ policy 
confirm another higher law in human affairs: 
“To him that hath shall be given” ... to 
him that has the qualities of integrity and 
courtesy shall be given overflowing coffers, 
world-wide esteem and peace of mind. 











World's Largest 
Fiberglass Santa! 
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This outdoor Santa on his box stands 
an impressive 20 ft. tall, high as a two 
story building. Molded of sturdy fiber- 
glass, this unit won’t crack or peel and 
is weather-proof. Strong but lightweight 
with steel bracing to support the exterior. 
Unit is shipped in two sections and is 
packed in two 6 ft. by 8 ft. wooden 
crates. Can be easily assembled by two 
men in four hours. Santa complete with 


platform box and wired 3 00 
for sound re . ° 


The 8 ft. platform box can house 
Santa’s “voice” an operator with 
microphone to talk to children or sound 
system to play Christmas music. 


IMPORTANT: When you purchase this 
spectacular Santa, he’s yours EXCLU- 
SIVELY in your trading area. You'll have 
a valuable competitive edge over other 
communities in your vicinity with this 
merry Christmas crowd-stopper. Santa’s 
rippling white beard, twinkling eyes and 
rosy cheeks will bring Santa-believers 
back again and again. Write today for 
further details. 


GARRISON- 
WAGNER CO. 


2018 WASHINGTON AVENUE 
SAINT LOUIS 3, MISSOURI 
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Magic With Wallboard Tubes 


Stuck for an inexpensive prop suitable for any merchandise? 


Consider wallboard tubes available in a variety of sizes 


with a variety of applications, as shown here 


kT me introduce you to one ot the sim- 

plest and easiest props to prepare, yet one 

of the most effective and versatile props 
vou could find. We have used these wallboard 
times and have found there are 
which they can be utilized 
They 


tubes 
unlimited ways in 
for both window and interior displays. 
can be used for every season, back-to-school 


even 


many 


windows. high fashion windows and 
for Christmas. They can solve the “prop prob- 
small 


for the largest department store, 


or two-man display depart- 


lem” 
stores with one 


ments, or even for those shop owners who 


decorate their own windows. 

Wallboard 
diameters of from |] 
4’. 6,9 and 12 teet high. 


tube is most 


come in various sizes, 1n 
to 22 inches, 


tubes 
and 3, 
For women’s wear 
windows the 9-foot suitable, as 
it can be cut down to one foot shorter or one 
foot taller than the mannequins. The pieces 
which are cut off can be used as a base for 
setups, using one, two or three units in grad 
uating heights. 

The first step in the preparation of the tube 
is to cut off three inches from one end. To do 
this, place a small nail through the three inch 
mark on a ruler or yard stick. Place the nail 
against the bottom of the tube, with the tube 
laying on top of work table. Hold your pen- 
cil against the three-inch end of the ruler ex- 
tending over the tube, and mark around the 
tube. Cut along this line with the bench saw 
and you will have a perfect three-inch cylinder 
cut from the end of the tube. Place this cylin- 
der over a piece of three-quarter-inch plywood ; 
a line on the inside with your pencil and 
cut out this with the bandsaw. Make 
a second identical plywood circle in the same 
tube down to the desired 
procedure described above, 
yardstick and pencil, to mark the 
length to be cut off. Place one of the 
ot plywood in each end of the 
Nail them 


in with three-quarter-inch shingle nails. 


draw 
circle 


manner. Cut the 
height, using the 
with the 
exact 
circular pieces 
tube, flush with the bottom edge. 
These 
circular pieces will support the tube and pre- 
vent it from warping in the window. A 12- 
inch-square base can be nailed to this piece of 
plywood. When the prop is placed in the win- 
base can be nailed to the floor if nec- 
his give it 
that will hold yardage or 
to drape to the tube 


dow the 


essary will structural strength 


anything you wish 
with wallpaper 


lhe tubes can be covered 


which you can buy locally, and today wall- 


paper is available in every style, design and 
There are also special display 


beautiful. The 


motif desired 
papers which 


would be tubes 


44 


can also be purchased already decorated, but 
it is usually less expensive to decorate them 
yourself, and more varied and original de- 
signs can be created. 

Measure around the tube with a string or 
tape measure. Cut the paper this width, plus 
an extra half-inch for overlap, and the length 
of the tube. Wrap around the tube and staple 
to the back. If plain seamless paper is used 
and you wish to decorate it yourself, cut off 
the paper in the desired size, staple to the 
mock window background (described in a 
previous article), where it can be painted or 
decorated before being stapled to the tube. 


As an example, see Fig. 1. Use blue seam- 
less paper for the background. Staple white 
simulated brick paper across the bottom. Paint 
spring flowers, clouds, birds and lattice work 
When dry, staple the completed 
scene around the tube. Then staple the ivy 
to the wall, as illustrated. Prepare and deco- 
rate the three short pedestals as previously 
instructed. The tops should be painted or 
covered with a fabric. These can be used for 
the setup, displaying accessories, hats, blouses, 
etc. A mannequin would be placed by the tube 
and the pedestals placed forward in the win- 
dow, and not back as they appear to be in 
the illustration. The garland of foliage is 
stapled to the window background. 


as shown. 


This window is light and airv, captures the 
essence of spring, with a touch of elegance. 
The theme of any other season can be depicted 
just as effectively. 


* 
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By RUSSELL D. SHAW 
Display Director 
Dickson & Ives 
Orlando, Fla. 


Fig. 2 shows tubes decorated for a nautical 
window. It is suggested that fluorescent paper 
in blue, green or coral be used for the back- 
ground and the fish painted on in black and 
white. The length of fish net draped in back 
should be sprayed with white latex paint, fol- 
lowed by a coat of fluorescent paint. You may 
use a small table at the base of the tube for 
the setup. Various types of sportswear could 
be featured in this window, as well as bathing 
suits. 

The tubes can be secured with a finish sim- 
ulating carved stone. With papier mache 
trimmed capitals to complete them at the top, 
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they could create the effect of a Grecian col- 
umn. Fig. 3 shows how effectively these can 
be used for a high fashion window. Note how 
the double unit on the left, with a single 
column on the extreme right, effects a nice 
balance. 


Fig. 4 


Fig. 4 illustrates an unusual treatment for 
women’s sportswear window, using 8-inch 
tubes. 

An especially elegant and beautiful decora- 
tion for high fashion windows, is illustrated in 
Fig. 5. The column on the left is decorated 
with taffeta and the one on the right with gar- 
lands of flowers and foliage. 

Fig. 6 shows a tube decorated with twinkle 
lights for a Christmas window. The tube is 
decorated with a swathe of crushed taffeta. 
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The light cords are hid by the taffeta, and 
the lights pulled through slits in the taffeta- 
pulled through far enough so the heat from 
the bulbs would not burn the cloth. 

A very unusual nautical window is depicted 
in Fig. 7. The “dock pilings” are created with 
tubes cut in various lengths and covered with 
seamless paper. The bands at the top are 
strips of felt. 

A very striking effect can be obtained by 
cutting a tube in two sections, placing a strip 
of plastic as the middle section, placing a 4 
ft. fluorescent light inside and lighting it up. 
To prepare a tube in this manner is more 
dificult and complicated, but the effect is 
worth it. It is necessary to secure a metal 

















frame which can be slipped down into an 8 
inch tube. Cut out the middle section of the 
tube, leaving a foot at the top and a foot at 
the bottom. Place a strip of plastic as the 
middle section. Wire a 4 ft. fluorescent light 
to the wire frame inside, which will light 
up the plastic section of the tube. 

[ am sure you now realize the wonderful 
potential of these tubes. We have a supply of 
wallboard tubes in the shop at all times. They 
are always something to fall back on when 
other ideas fail, but | am not suggesting that 
you use them only as a last resort. They are 
much valuable for that! There is no 
other prop which gives so much for so little 
time, money and effort. 


too 











National Equipment Remodels Front, 
Showrooms at Kansas City 


National Equipment Corporation, 920 Broad- 
way, Kansas City, has recently completed ex- 
tensive remodelling of its front and interior 
bids traveling 
The 


and 


and welcome to displaymen 


through that city to drop by for a visit. 
firm is and John 


owned operated by 
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—New front of National Equipment Corp., Kansas City, is good sample of store planning to show 
their customers throughout five-state area— 


Merle Smith, who purchased it 11 years ago. 
It now has complete lines of all types of 
equipment necessary to retail selling, including 
display properties and supplies and fixtures. 

National has three men traveling in five 
states, Kansas, Oklahoma, Missouri, Nebraska 
and Iowa, and who specialize in store design 
and store planning as well as display mate- 
rials. 

















Displaymen are using T U B E S more than ever 
before. Striped and plain wallboard tubes in stock 


from % inch to 22 inches in diameter and up to 12 
feet in length. Contact your local display jobber 


TUBES 


te direct for price list. 





tLe §6MMUTUAL DISPLAY MFG. CO., 1101 Power Ave., Cleveland 14, Ohio 
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The CONTEST CORNER 


if TOP THREE WINNERS in the Hanes Tropic Tints display contest that 


offered a total of $1500 in cash prizes are shown below. In addition to these 


_ MOTIONDISE YOUR 
DISPLAYS AND 
ATTRACT MORE 





three, Hanes awarded 34 fourth prizes of $25 for distinguished displays of Hanes 


Tropic Tints seamless stocking shades. Displays were judged by the merchan- 


dising staff of Reuben H. Donnelley on the basis of integrity, originality and 


aptness. 


' MOTIONDISERS ® 
Put Selling Action 
Into Your 


DISPLAYS 


—First prize of $500 went 
to Larry London, display 
director for The Daube 
Co., Ardmore, Okla.— 


MOTION 
ATTRACTS 
YOUR 
PROSPECTS 
EYE 


—Second prize of $100 
Equipped with was won by C. H. Barton, 


dependable FE alba ae 
Merkle-Korff Motor nih 

and M K precision . 

hobbed gears for ga, lenn.— 


longest possible life. 


man's, Inc., Chattanoo- 


—Third prize of $50 was 

awarded to Norman N. 

Scott, Jr., display direc- 

tor of Belk's, Columbia, 
Ss. C.— 





MERKLE-KORFF GEAR CO. | 
221 N. MORGAN ST. * CHICAGO 7, ILL. 
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A NEW ENGLAND DISPLAYMAN 
SPEAKS OUT 


[Continued from page 18] 


purchase special mannequins for outstanding 
promotions; they erect fantastic props rang- 
ing from breathtaking natural summer gar- 
dens to complete houses to serve as back- 
grounds for their especial extravaganzas. 
But I’m writing now in terms of the average 
store ... the store that will at the drop of a 
buyer's hat spend thousands of dollars on 
newspapers and other forms of printed ad- 
vertising media and yet incongruously refuse 
a small budget increase to effect the correct 
visual presentation of that same _ buyer’s 
merchandise. And such a situation is indeed 
incongruous when we consider the fact that 
in most cases the buyer himself would per- 
haps prefer a couple of display windows to 
a couple of newspaper columns. 

While it is obviously true that newspaper 
advertising is a most competent form of pub- 
licity it is also true that good visual pre- 
sentation has its equally important role and 
should not be expected to play that role on 
a stage devoid of settings. What mesmeriz- 
ing effect the copywriters have on the powers 
that hold the purse strings has always puz- 
zled and appalled me. 

Here at Morton’s, however, I am fortunate. 
Morton’s recognizes the potential of its win- 
dows in all of its three stores and display 1s 
allotted its rightful place budget-wise and 
also in the merchandising stratosphere where 
plans directly affecting or affected by visual 
merchandising are formulated. Unfortun- 
ately, very few display directors can make 
that statement! I have only one answer to 
the budget problem: enlist the help of those 
who most directly benefit from window 
showings, i.e., the buyers. When the buyers 
come to me with compliments fora particular 
window that did a good job sales-wise, I re- 
quest them to forward their remarks to the 
merchandising manager, the advertising man- 
ager, the vice-president or even the president 
himself. They are the ones most concerned 
and if reports of this nature reach their ears 
with enough reiteration they will be more in- 
clined to liberality when the question of the 
display budget is before them. This liberality 
will be of mutual benefit both to the display 
director and the buyer. To conclude the sub- 
ject of budget, a displayman can show his 
ability to no greater extent than his store 
will permit him. 

In a recent interview published by Wom- 
en’s Wear Daily in which the current archi- 
tectural ideas in store design were discussed, 
I was quoted as saying, “They are the fly 
in the display director’s ointment. In trying 
to achieve beauty (or the unusual), a store 
architect ignores the functional phase of a 
window. An open front store is barren and 
lacks character. Whether or not the firm 
has an established reputation the average 
passerby isn’t interested in seeing other cus- 
tomers shopping in the store. They want to 
see a window display!” 

Amplification of that statement seems un- 
necessary except to say that, from an aes- 
thetic viewpoint, design on design presents 
naught but confusion and a hodge podge of 
clutter. This confusion and clutter is suc- 
cessfully achieved when an open front dis- 
play is shown against a cluttered background 
of interior cases, ledges posts, etc., a situa- 
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tion further disturbed by the motion of per- 
sons within the store. The chaos aforemen- 
tioned is not manifest on the sketch sub- 
mitted by the architect. It is only observed 
when the sketch is transformed into the 
reality of stone and glass—observed too late. 

If the above is untrue why have so many 
stores of this type erected semi-permanent 
backgrounds in their open-front windows? 
Because some of them have begun to realize 
that they are in business to sell merchandise 
—not interior fitting rooms, water bubblers 
and floor supervisors ! 

As to display personnel, [ strongly rec- 
ommend a more prudent method of selection 
than is now the custom, at least in the east- 
ern part of the country. For instance, some 
stock boys may be made into good display 
talent, but not all stock boys! Some appli- 
cants for the position of display trainees may 
have the required latent ability but not nec- 
essarily the first to answer the ad. And too 
often these are hired on the first come first 
employed basis. Admittedly it is difficult to 
perceive competence in a person by means 
of the conventional interview but why not 
a standard of check points to determine the 
applicants potential? Adaptability, color 
tests, style consciousness, etc., these are all 
prerequisites in the make-up of a good dis- 
play person. To achieve these checks of 
potential we should have organizations. 
Name them display clubs, name them un 
ions of visual merchandisers: name them 
what you will, but only through a tightly 
coordinated frame of these groups can we 
limit the number and caliber of people mak 
ing up the reservoir of new personnel enter 
ing the display profession. 

To conclude, the average displayman is 
not completely cognizant of his own import- 
ance — importance not only to his firm but 
to his community as well. For his firm, he 
is the primary creator of the store image. 
He is the stylist of the image — its couturier. 
His work communicates to the potential 
shopper the type and caliber of his organiza- 
tion. She is invited, through his medium, 
to enter the store. 

Newspaper advertising may bring a cus 
tomer to the store’s entrance but if the dis 
play windows are shoddy, if the merchandise 
is amateurishly displayed, if the lighting is 
flat and listless, if the window glass is 
clouded with dirt, our good common sense 
tells us that the customer will rightly hesi- 
tate to enter and might well pass on to some 
other establishment. The displayman’s sense 
of the dramatic in his presentation, his in- 
nate ability to present the right article in its 
most advantageous position is responsible for 
a reported 75 per cent of all impulse buying, a 
large segment of the gross sales. His sensi- 
tivity to the prevailing mores help to create 
the atmosphere not only of his store but of 
its environs. 

What a magical image the words “Fifth 
Avenue” convey. But let us, in our mind’s eye, 
remove from that thoroughfare its marvel- 
lous display windows. Now, consider Fifth 
Avenue and what have we? Just one more 
artery like hundreds of others throughout 
the country. Fifth Avenue is what the dis- 
playman has made it and the same is true 
of all famous shopping areas. 

Displayman! — realize your own import- 
ance. For only then can you expect those in 
the top echelon to do likewise. 
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OLIDAY HOUSE A HIT: It could be 

said that they were lyrical on 35th Street 

this year over Market Week. Un- 
equivocally, both buyers and suppliers voiced 
praise for every floor, every room ot our 
Holiday House. 

Majestical were the outdoor displays on 
view at the New Yorker and the Trade Show 
Building. Magical were the mechanical dis- 
plays that drew standing room crowds to the 
Trade Show Building’s second floor. Madri- 
gals could have been written about the man- 
ikins gracing both show Less on the 
and practical, was 
buyer acceptance of these sublime displays, 


sites. 
poetical, more on the 
in the form of orders placed. Business was 
brisk. The Christmas look will be beautiful. 
Sales should be bountiful. 

attendance during opening day, 
Sunday, at a record setting figure of 1900, 
brought raves from all exhibitors. 


Buyer 


“Best show 

was a typical comment. For the 
and third attendance averaged 
750. For Wednesday, a day when traffic is 
taper off, we had over 600 
Total for the show 4.000, 
which matched June, 1958 figures. 


cv - sec- 


ond days, 
supposed to 
visitors. was 

An examination of the daily registration 
list verifies statements heard from several 
exhibitors that they saw many new people 
at this Many of the “first-timers” 
were management level from department and 
specialty and trom 
products are 


show. 


adver- 
retail 


national 
sold via 


stores 
tisers whose 
outlets. 

The tact 
sites, the New 
Building, 
Cool, pleasant June weather provided a big 
\ steady 
noted from both places. Surest evidence that 
traffic did make the grand tour of 
exhibits was the number of show prize tick- 
ets returned at exit points 


that we operated at two show 
Yorker and the Trade Show 
turned out to be no _ handicap. 


assist. flow of two-way trafhe was 


visitor 
Jobber attendance was heavy both Sunday 


Monday. 


VICWS OT 


arrived tor pre 

They came trom about 
land. Most were pleased 
with new display offerings and with the tact 
that price levels were being held. All were 
optimistic that this coming 


and Some even 
Saturday. 


every Stat¢ in the 


Fall-Christmas 
season should produce new highs for display 
sales volumes. 

Religious displays drew much interest and 
were in demand, according to exhibitors. 
Color themes included the traditional greens 
and reds, but there seemed to be more em- 


48 


than before on golds and whites. 
Gold, it was commented, symbolic as it is 
of class and quality, seemed to be important, 
especially when linked with the trading up 
trend in retailing. 

Buyers were eloquent about the cafes lo- 
cated on floor. Complimentary coffee 
and cookies and the chance to chat in com- 
fort made for a hospitable Holiday 
House. 


phasis 


each 
more 


The theme, which centered on a convivial 
“Christmas At Home” atmosphere, rated fa- 
vorable comments from exhibitors and visi- 
tors. It provided a frame around which to 
build publicity and a look which proved at- 
tractive and organized. 

We thank you for 
“Holiday House”. We 
again in early 
show. 


having visited our 
will be “at home” 
December for our Spring 


—NADI— 
FREEDOMLAND: We wanted display- 
men to be among the first to see Freedomland, 
which opened its doors to the public on June 
19th, during our Market Week. Special ar- 
rangements were made for discount rate tickets 
and for an NADI NITE, June 21st. Some- 
thing went Freedomland, beset as it 
was with opening week operating problems, 
closed its doors at 9:00 P. M.. due to a 
power shortage, instead of the advertised 
12 midnight. The grand tour of attractions 
was cut short for our visitors. However, as 
explained to show registrants who checked 
at the NADI office the next morning, the 
Freedomland management conveyed their apol- 
ogies for the early shutdown and inconveni- 
ences caused. Full refunds by the Freedom- 
land management were offered for returned 
unused or partially used ticket books. On this 
basis, we did some refunding at the NADI 
othce. It is hoped that no one was incon- 
venienced too much by this journey into the 
Bronx. 

GRAND PRIZE: ‘The drawing for the 
grand prize, Santa’s Car, a red RENAULT 
DAUPHINE, took place on the Wednesday, 
June 22nd, of Market Week. The winner 
was Mrs. Ethel Zuts, Displaywoman, Morris 
Stores, Metuchen, New Jersey. She and her 
work as a display duo, and have 
missed an NADI show. With the 
prize went free parking anytime they want 
to drive the Renault to New York or Chi- 
cago to take in an NADI exhibition. 

—NADI— 

Daily Prizes: In addition to 


wrong. 


husband 
never 


the big prize, 


daily prizes were awarded to show visitors 
who made the complete tour of exhibits. 
Winners of transitor portable radios were: 

1. Miss Margaret Brown 
The Hub—Steubenville, Ohio 
Mrs. Roy Gutzmer 
Sibley, Lindsay & Curr — 
N. Y. 
Fred Harding 
Harding’s—Chicago, III. 
Miss Willa Harvey 
Adler’s—Kansas City, Mo. 
Nat Levy 
Levy Bros.—Baltimore, Md. 
Mrs. H. J. Maxwell 
H. J. Maxwell Co.—Kansas City, Mo. 
Walter O’Hern 
N. Y. Lace Store—Taunton, Mass. 
G. E. Satterlee 
Stix, Baer & Fuller—St. Louis, Mo. 
EKImer Welsh 


Rosenbaum’s—Cumberland, Md. 


—NADI— 

GRACIAS: A special delegation of dis- 
playmen from Mexico City made the trip 
to New York by air just to attend our show. 
During the exhibition, they presented 
A.M.A.D. honorary membership emblems to 
Karl Gasthoff, past President of the NADI, 
to Edgar Moser, present President, and to 
your reporter—Senor Gabriel Valenti. The 
A.M.A.D. is the Asociacion Meicana de 
Aparadoristas y Decoradores, the Mexican 
Display Association. It was a pleasure to 
have you with us and an honor to receive 
A.M.A.D. membership pins. 


—NADI— 
DIRECTORS AND OFFICERS: At the 
general member’s meeting, held June 17th, 
the following were elected to the Board of Di- 
rectors. 
For Three Year Terms: 
Sylvan Freund—Decorative Plant Corp. 
Thomas Hughes—Garrison-Wagner Co. 
Gordon Keith—G. Keith Originals 
Kdgar E. Moser—Allied Display Mate- 
rials, Inc. 
David Sloan—D. & M. Sloan Co. 
For Two Year Terms: 
Bernard Schwartz——B. Schwartz Co. 
Nathan Silverblatt—Display World 
George Silvestri—Silvestri Art Mtg. Co. 
Phil Weinberg—Thall Plastics & Metals 
C. G. Woelky—Bulkley, Dunton & Co. 
For One Year Terms: 
John Denton—Ferro-Craft 
lames Nesbit—Nesbit Industries 


- 


) 


Rochester, 
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David Opperman — Columbia 
Material Co. 
Walter Sturm—R-Tex Company 
Earl Gasthoff, outgoing President, was 
unanimously elected to the Board of Directors 
by the membership for a one year term. 


Display 


At the Board of Directors Meeting held 
June 18th, the following were named Officers 
for the year 1960-61. 

PRESIDENT: Edgar E. Moser, Allied 

Display Materials—New York City 

VICE PRESIDENT: Thomas Hughes, 

Garrison-Wagner Company—St. Louis, 
Mo. 
SECRETARY: Gordon Keith, Gordon 
Keith Originals—Columbus, Ohio 
TREASURER: David Sloan, D. & M. 
Sloan Company—Brooklyn, New York 


—NADI— 


TESTIMONIALS: To honor Earl Gast- 
hoff, outgoing President, and Irwin Rhodes, 
former Madisonia Manikins principal, who 
resigned as Secretary, testimonial certificates 
were presented at the General Member’s 
Dinner. To Earl, the members presented a 
Zenith portable television set. Irwin Rhodes 
received a Zenith Golden Triangle transistor 
clock-radio. 

The certificate to Earl read: “We present 
this testimonial in recognition and apprecia- 
tion of your leadership, devotion and efforts 
over the past two years as our NADI Presi- 
dent.” The presentation was made by George 
Silvestri for the membership. 

Earl Gasthoff made the presentation for 
the members to Irwin Rhodes. Inscribed on 
the certificates was: “We present this testi- 
monial to convey our gratitude for your 
services and dedication as our able Secre- 
tary for many years. Our best wishes are ex- 
tended for success in your new endeavor.” 


—NADI— 
NADI CONSTITUTION: At the mem- 


bers’ meeting, June 17th, several changes were 
made in the NADI CONSTITUTION. Of 
interest to the trade were the following 
amendments: 


A. Qualifications for membership in_ the 
Association will be based on whether the ap- 
plying firm is in the display field primarily or, 
if not, on whether the firm has a division or 
subsidiary with a display line doing a sub- 
stantial volume and whose officers have an 
interest in the progress of the display industry. 

B. The initiation fee was raised to $300.00 
from $150.00. Annual dues remain at $250.00. 

Quotes: In case you missed it during busy 
Market Week, be sure to read Lester Gaba’s 
column in Women’s Wear, Tuesday, June 21st. 

It was a “Salute to Display.” Here are 
some excerpts—‘in the past 40 years display 
has grown from a haphazard job to a highly 
respected profession. Today everyone in re- 
tailing admits that windows are responsible 
for a good percentage of sales. And mer- 
chants also agree that a displayman can change 
the public’s “image” of a store. 

“Behind the displayman’s rise to power is 
the display industry's imagination and re- 
sourcefulness which makes his dreams come 
alive. Without the genius of the display man- 
ufacturers and designers who are convening 
here this week, the displayman might not 
have come so far so fast.” 
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Kester Named by Federal 
To Top Display Post 

Marvin G. Alexander, general sales manager 
of Davidson Bros., Inc., operating Federal 
Department Stores, today announced the ap- 
pointment of D. Richard Kester to the position 
of director of visual merchandising for all 
Federal stores. Mr. Kester, who will assume 
responsibility for the direction of all display 
functions, was most recently employed as 
promotion supervisor for Katz Drug Co. 

Harold Christensen, a displayman with 
Federal since June, 1956, has been promoted 
to the position of display supervisor. His 
duties will include window display and store 
window display liaison for all Federal stores. 

Emil Lederer will continue in his present 
capacity as display director in charge of in- 
terior display and display production for all 
Federal stores. 


Three New Salesmen 
Join Leo Prager 

Leo Prager, Inc., New York City, an- 
nounces the assignment of three new sales- 
men to three territories. Arthur Eisen will 
cover Illinois, Missouri, Iowa, Nebraska, 
Minnesota and Wisconsin. Ned Covitt will 
travel Texas, Oklahoma, Louisiana, Kansas, 
Arizona and New Mexico. Herbert Blatt will 
service North and South Carolina, Alabama, 
Tennessee, Mississippi, Florida and Georgia. 


Starer Displays Written-Up 
In Milwaukee Sentinel 

The importing operations of Starer Im- 
ports & Displays, Milwaukee, were the sub- 
ject of an extensive article in a recent issue of 
the Milwaukee Sentinel. The article included 
a photo of Leo Starer and his associate Matt 
Zendzian with some of the Christmas decora- 
tions brought back from the Continent as re- 
sult of a recent 21-day jaunt that included 79 
business calls “in diminutive villages off the 
beaten track.’ 

The firm deals wth “about 30 European 
firms — mostly German, Austrian and Italian 

many of which are located in towns of less 
than 500 residents. Mr. Starer handles the ma- 
jority of his lines on an exclusive basis and 
distributes them nationally through seven 
traveling representatives. 


Magic Hand Stops, 
Starts Display Action 

At last someone has marketed a compact, 
effective and foolproof electronic device that 
enables the onlooker to stop or start action 
of a moving display inside a store window at 
will be placing a hand over the hand decal on 
the inside of the window glass. It’s an old 
gimmick, but the mechanism has been un- 
available to the mass display market until 
manufactured by QVS Inc., 20 North 15th 
street, East Orange, N. J. It was getting 
attention at the Bliss Display Corporation ex- 
hibit at June Market Week. Write to the 
manufacturer or Bliss at 37-21 32nd street, 
Long Island City, for a descriptive brochure 
and prices. Ask about the Magic Hand. 


New Designer Joins 
Select Art Flower 

Paul Julien, a graduate of the University of 
California Art Center School, is now designing 
new lines for Select Art Flower Co., New 
York City. 


PJ 
for 107 in. Seamless 
background paper 














LIST PRICE 
S3A-I5 vor sot See ii 
$3 B-95 verses Asie ei 
EACH SET CONSISTS OF 


2—3 Piece Poles and 7 Fittings 
i — Cross Bar 110 inches long 




















BRING OUT THE BEST 
IN YOUR WORK 


USE “The Quality Line” 
For Your Backgrounds 


Insist On Bulktou 
107 In. Wide SEAMLESS Paper 


FASHION-RITE 
4 8 COLORS 


Available in 


Write for 
Free Coler Card 


© INSPECT your DELIVERIES — « Don't Accept « Substitute 


MY, rf. 








to your displays with these 


WY NOEL 


DECORATIVE | 
LIGHTS 


4 
I 


» 


SS 
‘S 


~~ 


a=, 


Noel BLINKING 
“Grain -O'- Wheat" LITES 
Every bulb Blinks individually 


Noel STEADY 
“Grain O' Wheat” LITES 


Each Bulb lites independently 
Replaceable Screw in bulbs. 

lf one or more bulbs burn out or even 
LOOSEN in SOCKET REST OF BULBS 
CONTINUE TO OPERATE. 


SUPPLIED with UL approved Transformer 
or HEAVY DUTY TRANSFORMER for 
40 or 60 lites. 


Many new items available. Write 
for your complete catalog now, 
on your lettehead. 
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MANUFACTURING CO., INC. 


3 WEST 18th ST., NEW YORK 11, N. Y. 
Algonquin 5-4550 


—Artist's conception of 
new outdoor shadow box 
displays to be utilized by 











the Edison Mall of Menlo 
Park Shopping Center, New 
Jersey— 


Shopping Center Employs 
Outdoor Shadow Boxes 


A unique and unusual method of outdoor 
advertising is planned for the Edison Mall of 
Menlo Park Shopping Center, the new re- 
gional shopping development located on U. 5. 
Route 1 and Parsonage road, Menlo Park, 
N. J. Stratton Advertising, Inc., has been 
appointed to make the installation by Menlo 
Park Shopping Center, Inc. 

The advertising will take the form of 3%- 
by 5-foot shadow boxes mounted in groups on 
slender metal along the mall. The 
groups will be integrated as to color and 
form with the other “furniture” on the mall 
the plant boxes and benches. The shadow will 
be so designed as to accept either a color 
photographic transparency, a three-dimensional 
display, a printed poster, or any combination 
of these and will be illuminated during the 
evening hours the center is in operation. The 
installations were designed by the office of 
Lathrop Douglass, F.A.1.A., Architects, EI- 
liot Waillensky, project designer, the group 
responsible for the overall design of the 
entire center. 


poles 


The displays represent a new method of 
outdoor point-of-sale merchandising for a 
shopping center operation, particularly appro- 
priate for Middlesex County, New Jersey’s 
fastest growing community and the only one 
in the country with above average increases 
in wages and purchasing power since 1955. 
Since the shopping center will draw an esti- 
mated 850,000 persons monthly, attracted by 
Bamberger’s Department Store and 68 nation- 
ally known merchants, the displays will be par- 
ticularly effective in exposing the advertiser’s 
message to a large concentration of pedes- 
trian trafic and buying power. Tie-in displays 
in the various featuring advertised 
products on the signs will be handled by the 
Stratton organization in order to further in- 
crease the effectiveness of the program. 


stores 


Bottomless Paper Cups 
Become Display Fixtures 


That legendary fellow who sold ice-boxes 
to Eskimos rival—a man who just 
wrapped up an order for 100,000 paper cups 
without bottoms. 

What good is a without a bottom? 
Wilson Sporting Company, Chicago, 
found they make perfect pedestals for mount- 
ing baseballs, tennis balls, etc., in dealer dis- 
plays. 
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Pycofoam Producing 
Clothing Display Forms 

Pycofoam Corporation of Norristown, Pa., 
which recently acquired the manufacturing 
assets of Regal Plastics, Inc., has announced 
it is continuing the manufacture of pin-up 
display forms for the ladies garment indus- 
try. A subsidiary of Pyrometer Company of 
America, Pycofoam will continue the mold- 
ing of display forms for panties, dresses, 
bathing suits, skirts, sweaters, blouse, girdles, 
and long-line, teen-age and regular bras, as 
well as other clothing display items. 

Molded of Dylite expandable polystyrene, 
a product of the Plastics Division, Koppers 
Company, Inc., these display forms are avail- 
able in a wide range of colors, with the cus- 
tomer’s logo applied, if desired. Because they 
are made of Dylite foam plastic, these forms 
are lighter and more durable than the con- 
ventional types. Also, they are more con- 
venient to handle, since garments may be 
pinned directly to the forms to present the 
most attractive display possible. 


Displayman Heads 
New Design Firm 
Formation of Dimensions In Grafix, a new 
firm specializing in design for advertising, 
architecture and exhibits, was announced 
today by Harold A. Gluckman, president. 
Headquarters will be at 10111 W. McNichols 


road, Detroit 21. 


Mr. Gluckman, former display art director 
and interior display manager for the J. L. 
Hudson Company, Detroit, has had ten years 
of diversified experience in all phases of 
design. A graduate of Pratt Institute’s 
School of Industrial Design, he has also been 
with W. B. Ford Asso- 


associated Design 


ciates. 


Turner Conducts 
Display Clinic 

Eugene W. Turner, display director for 
Muse’s Atlanta, recently conducted a display 
clinic at the Southeastern Men’s and Boy’s 
Apparel Club’s fall show. A similar clinic 
is planned at Charlotte, N. C., at a future 
date, Mr. Turner announced. This will be 
sponsored by the Carolina Men’s Apparel 
Club. 

An article on Mr. Turner’s excellent men’s 
wear rigging and forming as well as other 
display techniques is being planned for a 


future issue. 
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—Architect's drawing of new Reynolds 


Reynolds To Double 
Present Factory 

Reynolds Printasign Co. announces the ex- 
pansion of its factory at 9830 San Fernando 
Rd., Pacoima, Calif., to twice its present 
size. The fully air conditioned plant, built on 
414 acres of ground in the Pacoima District 
of the San Fernando Valley brings the total 
land and building investment to approximately 
$500,000. 

Half of the new space will be used for 
warehousing and the balance for receiving, 
shipping and supply inventory storage. The 
new facilities will also contain a showroom 
and additional office and engineering space. 

Extensive remodeling of the present gen- 
eral offices will give the office staff more 
room for needed personnel, plus additional 
up-to-date electronic office machinery. 

According to James M. Reynolds, president, 
the new expansion, which comes only four 
years after completion of their present air 
conditioned facility, is due to increased sales to 
retailers, plus the federal government and 
industrial users. Reynolds Printasign Co. 
recently received a quarter million dollar order 
from West Germany. In the last few months 
Printasign has shipped not only to Europe, 
but to such distant points as Australia and 
Tasmania. 


Cover To Chairman 
UA Display Committee 

Stuart F. Cover, display manager for Sears, 
Roebuck and Company, Cleveland, has been 
named chairman of the Window Displays 
Committee for the 1960 Greater Cleveland 
United Appeal. This year’s campaign extends 
from October 17-27. Mr. Cover’s volunteer 
group of window display managers and rep- 
resentatives of major shopping centers in the 
UA solicitation area will pool ideas and 
develop suitable displays for the participating 
stores — displays which tie together the serv- 
ices and unfulfilled needs of the Red Cross 
and Red Feather agencies. The committee will 
attempt to channel display materials to stores 
in every major locality, both urban and sub- 
urban. 

Mr. Cover was in charge of the successful 
United Appeal Window Display Clinic last 
June. The clinic promoted an exchange of dis- 
play ideas for the 1959 campaign and is being 
considered again this year. He has been with 
Sears, Roebuck and Company for the past 
eight years. He is a member of the Kiwanis 
Club in suburban Warrensville Heights where 
he and his wife Kathy and their two children 
Mary Lou and John live. 
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Printasign Co. factory after expansion program.— 


Letterguide, Adds 
More Lettering Templets 

The Letterguide Company, manutacturers 
of low-cost lettering equipment, announces 
two additions to its templet line which will 
interest everyone who does precision hand 
lettering. 

The first addition is a new series of 118 
templets, which extends the range of letter 
sizes from 7 inch to % inch in all their 40 
alphabets. 

By using the adjustable Letterguide 
Scriber it is now possible to produce letter- 
ing from % inch to 1 inch in all 40 alphabets 
of Letterguide templets. Lettering up to 2 
inches can be produced in several of the 
alphabets. Write to the firm at 2709 “OQ” 
street, Lincoln, Nebr., for its brochures. 


Lizzi Heads Production 
For Herbert Rose 


Herbert Rose, Inc., 45-02 Ditmars boulevard, 
Long Island City 5, N. Y., creative display 
designers and manufacturers, announces the 
appointment of Moe Lizzi, formerly plant 
manager of Fleischman Displays, Yonkers, 
N. Y., to manage production of their newly- 
formed point-of-purchase displays and _ fix- 
tures division. Mr. Lizzi heads a staff of fine 
craftsmen who have been associated with him 
in the display business for about 20 years; 
serving some of the outstanding national 
advertisers. Mr. Lizzi’s effective ideas in 
stream-lining quantity display production 
methods have long been acclaimed in_ the 
held. 


Theme Chosen for NRMA 
50th Anniversary 

“Retailing Serves America” has been se- 
lected as the theme of the National Ketail 
Merchants Association’s 50th anniversary, it 
was announced today by J. Gordon Dakins, 
executive vice president of the Association. 
The anniversary will be observed throughout 
1961, beginning with the Associations annual 
convention, January 8-12 at the Hotel Statler 
in New York. 


New Acrylite Catalogue 
Available From Wasco 

Acrylite decorative plastic panels in new 
colors, patterns and finishes, both smooth 
and textured, are shown in a new catalogue 
issued by Wasco Products, Inc., 5 Bay State 
Road, Cambridge 38, Mass. Many of the 
patterns are achieved through imbedding 
fabrics and foliage into the panels. Write 
to the firm for a copy. 








FREE 


IDEAS FOR 
BUILDING SALES! 
od 


Peewean es ese eee eee eee eee Se Se Se SS, 
VUE-MORE, 601 W. 26 St., N.Y. 1 


Rush a copy of your new Catalog. 


Company 
Address 





City 
DW 8-60 


Aterrific new catalog 
describing the com- 
plete line of VUE- 
MORE display turn- 
tables and BREVEL 


animation motors. 


*yan'anied 





Write for your copy today. 
Use the handy coupon above! 


Gy 
VUE-MORE Turntables cre: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


UL APPROVED 


And For Your Animated Displays: 


Quiet, versatile, efficient Brevel 
motors are designed for maximum 
power and precise movement—yet 
compact enough to be used in any 
motion display. Write for details. 


VUE-MORE CORPORATION 


A wis 
601 WEST 26th STREET . NEW YORK 1 N.Y 











Ballou’s 


Glittering products will add 
sparkle to your displays 


METAL FLAKES AND STARS 
Brilliant, scintillating, non-tarnishing 
flakes and stars in gold, silver and 
colors. 


GLASS TINSELS 


Beautiful sparkling colors — red, green, 
gold, silver, blue, black — five fine- 
nesses. Also pastel and other shades 
to order. 


DIAMOND DUST 


Attractive snow effects can be ob- 
tained with this decorative material. 
Obtainable in five finenesses. 


CRYSTAL BEADS 


for outdoor and indoor displays. Spe- 
clal colors made to order (including 
gold and silver). 


GOLD AND ALUMINUM —If you're in the mood for some tricky suspension consider this display of men's suits by 
BRONZE POWDERS Waldemar Werner of Kaufhof, Cologne, Germany . . . Maximum attention is focussed on 
Greatest possible luster in the correct the dark suits astride the enormous cane by the rear-lighted translucent plastic draperies . . . 


fineness for screen process or any pur- The cane is suspended by two stought wires and each form is hung from the back of the 
pose required. Send for color card. 


Write for Sample Card 


EDWARD C. BALLOU CO. 


6 Varick Street, New York 13, N. Y. 


neck . . . Glove holding cane was fabricated of heavy cardboard— 




















isplay Internationale 


LARGEST DISPLAY HOUSE IN 
SOUTHERN NEW ENGLAND 


Serving 
all 


New 
England 


COMPLETE LINE e DISPLAY MATERIALS e NOVELTY 
PAPERS & FABRICS e VELVETS e MANNEQUINS & 
WIGS e METAL, WOOD & PLASTIC FIXTURES e GAR- 
MENT RACKS e GARMENT HANGERS e CORROBUFF 
e ARTIFICIAL FLOWERS e WINDOW & INTERIOR 
BACKGROUNDS & DRAPES. 





for the Christmas Season — 


THE MOST FABULOUS AND UNUSUAL ARRAY OF 
CHRISTMAS DECORATIONS .. . INDOOR AND OUT- 
DOOR DISPLAYS FOR YOUR BUSINESS e HOMES 
e BUILDINGS e CIVIC ORGANIZATIONS & ILLUMI- 
NATED STREET DECORATING 


CUSTOM BUILT WINDOW BACKGROUNDS AND IN- 
TERIOR DISPLAYS e@ EXHIBITION BOOTHS e ADVER- 
TISING AND JEWELRY DISPLAYS e PARADE FLOATS 
e COMPLETE ART SERVICE e SIGNS & SILK SCREEN- 
ING e CONVENTION INSTALLATION SERVICE e COM- ae ; ; . ; . 
PLETE MANNEQUIN REPAIR SERVICE. —With it becoming stylish again for women to make their own clothing, stores should pay 


increased attention to display of sewing notions that may produce small sales volume but can 


CROWN ATPL AS INC be instrumental in increasing store traffic in and oround notions department . . . This 


display by Tom Booth for Frederick Corder Ltd., Ipswich, Suffolk, England, contains various 
400 WEYBOSSET ST. sewing materials attached to cutouts in the shape of pieces from a jigsaw puzzle, all sus- 
PROVIDENCE 3. R. I. pended in front of or propped against a black background . . . Ribbon sign says ‘Make a 

~~ 798] 7, pretty picture,’ and another poster mimics the jubilant lady sketched in fashion art style and 





says "Sew — it's Spring.” — 
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STOPPERS! 


NEW ROTO-PQOLE 


Revolving 
Display Uprights 
with 
Motorized Bases 





@ Floor-to-ceiling upright revolves at 1r.p.m. 


@ Perfect for dramatic window displays— 
store interiors—spot, special or seasonal 
promotions. 


Write for complete details! 
Mail coupon today! 


Rs. 


222s + 2 2 SSS SO BSS SSE SS LSS SS ST eS SST EP ET 


i ss 


Double-slotted uprights are available for floor-to-ceiling heights REFLECTOR HARDWARE CORP. 
: Dept. DOW 


from 7% ft. to 131% ft. with 12” height variations built into each up- 

right @ Uprights accommodate all Spacemaster brackets and | MELROGE PARK +99 

accessories e Easily changed, moved or modified to suit every Gentlemen: Please send me your 
requirement. ‘ CURRENT SPACEMASTER CATALOGS. 


REFLECTOR HARDWARE CORP. 


NEW YORK OFFICE MAIN OFFICE, FACTORY — ine = 
AND SHOWROOM: AND SHOWROOM 

225 W. 34th ST. 1400 N. 25th AVE. 851 ‘3 Los ANGELES ST. 
NEW YORK 1, N.Y. MELROSE PARK, ILL. LOS ANGELES 14, CALIF. 


% 2 


BRILLIANT 
Ny 
PROOF 
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WARDROBE °| 
MASTER 


| = 


Rental of authentic and reproduc- 
tion period costumes and accessor- 
ies in sizes to fit contemporary 
display mannequins — mannequin 
wigs dressed in period styles . 
Costumes are complete with acces- 
sories and any required hoops, 
bustles and pads, to create a true 
period silhouette. 


HERBERT CALLISTER 


LYDALL ST., MANCHESTER, CONN. 
Mitchell 9-6319 


Rewcane 
+ 


411 


San R 





MAMUOADDY 


NO LIFTING—Single-Unit Caddy 
EASY, FAST—Four-Unit Caddy 


MADISONIA 


MANIKINS INC 


NEW YORK — 152 West 25th Street 
CHICAGO — — 11 South Desplaines 
DALLAS — — — 3007 Canton Street 





America's largest Manikin Refinishers 


54 





| the 
_ information of value. 
| photos 
| stock for excellent reproduction. 


| Price: 


applicable 
| Although concentrating on department stores, 
| there are many outstanding contributions by 


— Display Bookshelf 


CHRISTMAS DISPLAY REVIEW 


| By Retail Reporting Bureau 
10! Fifth Avenue 


| New York City 3 


$35 
More than 200 photographs of 1959 Christ- 


mas displays are included in the convenient 


volume 
display 


loaded with 
every store. 


that is 
ideas for 


spiral-bound 


specialty shops. Only the real cream of the 


| crop is included. 


The photographs are categorically sepa- 


| rated into window displays, building fronts, 
| marquee 
| ceiling decorations, 
| entrances and also by 


decorations, ledges, 
special shops, elevator 
merchandise classifi- 


trims, column 


cations. 

With each photo is a brief explanation of 
materials utilized, the colors and other 
The black and white 
on high-grade glossy 


are printed 


EXHIBITION AND DISPLAY 


| F. W. Dodge Corporation 


By James Gardner and Caroline Heller 
119 West 40th Street 


Price: $13.75 
a book 


This is for trade show managers, 


exhibit designers and possibly some display 
| personnel who are likely to be called upon 


| ticularly utility companies and banks. 


to create an exhibit from time to time, par- 
The 
from the British point of 


book is strictly 


| view and stresses the angular, conservative 


| type 


of exhibit design that is typical of 
sritish exhibits, and most of them on the 
Continent, for a fact. 

It is a very handsome volume, 
illustrated and well printed. 


lavishly 


Incidentally, Mr. Gardner was the prin- 


| ciple designer of the British Exhibition at 


| the 
| you liked his exhibits, 
| the 
| writer 
| agencies, 


| 


New York Coliseum during June. If 
no doubt you'll like 
Heller, an accomplished 
films, corporations and 
handled the chore of putting Mr. 


ideas into the best Queen’s Eng- 


book. Miss 


for British 


Gardner's 


| lish. 


DISPLAY IDEAS 


FOR SUPERMARKETS 


Edited by Milton Alexander, 


Fordham University 

Published by Progressive Grocer Magazine 
161 Sixth Avenue 

New York City 13 


Marketing Stoff, 


| Price: $10 


As everyone in tetailing knows, self-serv- 


| ice merchandising is a spawn of the super- 
| market. 


Why then not put some of the trial 
and error knowledge gleaned from super- 


| market experience to work to improve self- 


service in other stores. Of course, lingerie 
can’t be displayed like stacks of canned 


goods, but the primary question answered 
throughout this 219-page book is “Why?”, 
and that is fundamentally the most important 
question. Here is an idea of some of the 
subjects covered with photos and text: mul- 
tiple-item displays, related-item displays, 
end displays, shopping cart displays, shelf- 
spotters, shelf talkers and shelf extenders, 
apportionment of display space, promotional 
pricing, special promotions, better stocking 
of shelves, selection of merchandise for dis- 
play, selection of display sites and display 
maintenance. 

Since the book is offered on a ten-day 
trial basis, it would be worthwhile for dis- 
playmen to at least take a look at the 
volume. 


FLUORESCENT LAMPS 
AND LIGHTING 


Edited by W. Elenbaas 
Published by The Macmillan Company 
Dept. IE-1, 60 Fifth Avenue 
New York City I| 
Price: $II 

This is a very technical publication on the 
subject of lighting, primarily with fluores- 
cents. It goes deeply into the theory, con- 
struction operation and installation of the 
latter. 


There is one excellent sub-chapter on 
lighting of shops and show windows that 
gives a fair appraisal of the value of com- 
bined fluorescents and incandescents in 
stores and windows. The examples of vari- 
ous installations are mostly of European 
stores, since the book is part of the technical 
library of Philips of Holland and all of the 
contributors are Dutch. 


This book would be of particular interest 
to utility companies, architects and others 
called upon to make recommendations for 
original or modernized lighting equipment in 
stores and other installations. Displaymen 
equipped with the necessary lighting vocab- 
ulary and technical background will also 
find the book of interest. 


PLANNING AND 
PRODUCING POSTERS 


By John deLemos 

Published by Davis Publications, Inc. 
Worcester 8, Mass. 

Price: $3.75 


This 60-page book is now in its seventh 
printing and is one of the best basic publi- 
cations on the various phases of poster 
making, including the techniques and meth- 
ods for using spatter ink, silk screen and 
air brush as well as brush and pen. There 
is an excellent chapter on color and hand 
lettering as well as the other basics, all 
written in a concise and easy-to-read man- 
ner. Displaymen interested in improving 
their showcard quality could benefit from 
this book. 
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your center for display industry information and assistance A § § 0 b AT 0) N 


. headquarters for locating supply sources . . . sponsors 


of June and December Market Weeks yearly. i c p | AY 
e NEXT SPRING SHOW 
Dec. 4-8, 1960 — New York City 
e NEXT CHRISTMAS SHOW 


June 25-29, 1961 — Chicago 


EXECUTIVE OFFICES: GOVERNOR CLINTON HOTEL, 31st STREET AND SEVENTH AVENUE, NEW YORK 1, N. Y. 





CHRISTMAS in RATT 


DV ROYAL CATHAY 


Write for our catalogue CIR60 for Ameri- 
ca’s biggest rattan line for Christmas. New 
stunning trees, over 35 designs and sizes. 





Cornucopias, bells, sleighs, Santa’s boots, 
wall and background pieces. EVERY- 
THING you will want for a new and better 
Christmas display. 


at 1201-1211 Folsom Street 4103 3-tier Xmas Tree 
32” H. ; 6’ H. 
Also made to order sizes. v San Francisco 3, Calif. Specially designed for display 
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Decorative Plant Adds New Brochure Describes 


For MANNEQUIN | Decter, National Lines Luminous Ceilings 


| In new enlarged showrooms, Decorative A new full-color brochure, describing the 
| Plant, New York City display firm, has_ recently developed Leaf-Lite Luminous Ceil- 
eS ——— 





added the creations of Decter Mannikin Co., ing, is available. The Leaf-Lite Ceiling, de- 
Los Angeles, and National Form & Fixture — signed by Charles Deaton and developed by 
Co., Brooklyn. Sylvan Freund, president, re- the staff of Luminous Ceilings Inc., has passed 
ports that traffic during June Market Week the test installation period with several very 
was twice as heavy as the previous June show _ successful commercial, office, lobby and retail 
at New York. He said that response to the constructions in the United States and Canada. 
expanded showrooms and the Christmas offer- The brochure, illustrating this unique, tex- 
ings was “heartwarming.” tured architectural ceiling, can be obtained by 
writing: Luminous Ceilings Inc., 3701 N. 
New Corbosco Catalogue Ravenswood Ave., Chicago 13. 
| Now Available etre 
NOs | Containing artificial flowers, foliage, ar- King Promoted 
ly + rangements, potted plants and Christmas deco- By Tabery 
No 5 | rations in its 32 pages is the new Corbosco Richard D. King has been promoted to vice- 
| catalogue available upon request from Corham president of the Exhibit Division of the 
J Art Flower Co., 216 Central avenue, White Tabery Corporation, Los Angeles exhibit de- 
\ | 











Plains, N. Y. sign and construction firm. 


MANNEQUINS | ¢ D/QPLAV PARADE No263 by Couch —> 
RECONDITIONED MANNEQUINS 1 nS 
OWNERS 


LADIES ... CHILDREN'S .. . MEN | AT PRESt ut ES 
' nT 
Hundreds to choose from... COMPLETELY | GROvE, A SUBPURS ors 











REFINISHED ... LOOK ABSOLUTELY 
NEW! A terrific money saver. 


Write for Catalog. 











FEcCEIVED EARLY TRAINING 


WITH HIS FATHER VVHO HAS 
BEEN PROMINENT IN PisS- 
PLAY WORK FOR 50 WEARS 
IN JOLIET LATER STUPIED 
At THE AMERICAN ACAPEMY OF 
ART. 25 YEARS AGO STARTED 
Wt THE PUBLIC SERVICE COMPANY 
OF NORTHERN ILLINOLS WHICH IS Be 
| NOW A DIVISION OF COMMONWEALTH Sie ae 
y 0 U EDISON COMPANY. BECAME PisPLty Ne f 
DIRECTOR FOR THESE COMBINEO TER- 
Ritorkits is 1954. 





To all our friends | 
who helped us | | NOAM Ie AND ON Dv OF 2 Bows, 
making the Show | | 1S AND II, 

a grand success. | | 

Elegant Lighting 
Fixtures, Victoria 
and other styles, 
Prisms, Glass and 


Crystal, and Flick- | byte westeD in By BAFSER . SHoP SINGING, 


er Candle Bulbs | ANP HAS DIRECTED ar CHoRUSES 
Christmas Orna- | iN wer <HICAGO AREA. 


ments and many 


other items. | Fenine ENTUySiAS “4 
KENBURY | PAYS THe eae 


display director, COMMONWEALTH EDION CO. 


New York 11, N. Y. 
CrHhicaGno ILL. 
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King To Chairman 
Annual POPAI Meet 


William R. King, sales manager of the Rey- 
burn Manufacturing Company, Royersford, 
Pa., has accepted the chairmanship of the 14th 
Annual Symposium and Exhibit of the Point- 
of-Purchase Advertising Institute. The 1960 
Exhibit will be held November 1, 2 and 3, 
1960, at the New York Coliseum. 

Working on the Exhibit Committee with 
Mr. King are: Melvin Cohen, President, Mel- 
rose Wire Products, Inc., Passaic, N. J.; 
Frank W. Copeland, Eastern Sales Manager, 
Container Corporation of America, New York 
City; Richard G. Galef, Vice President, The 
Ravenware Company, Inc., Brooklyn; Stanley 
D. Ginsburg, Partner, Arrow Display Asso- 
ciates, Philadelphia; Michael M. Halpern, 
President, Lustra-Cite Industries, Brooklyn; 
Richard A. Klein, Jr., Vice President, Rich- 
ard A. Klein, Inc., New York City; John 
C. LaMonte, Eastern Sales Manager, Schmidt 
Lithograph Company, New York City; Jack 
B. Raymond, Eastern Sales Representative, 
The Meyercord Company, New York City; 
Julius R. Teich, Vice President, Century Dis- 
play Manufacturing Company, Boston; and 
Chester L. Thomson, President, Thomson- 
Leeds Company, Inc., New York City. 


Two Sons Graduate 
From Notre Dame 

John Richard and Wayne Allen Sullivan, 
sons of Mr. and Mrs. John Sullivan, Chicago, 
were recently graduated from the University 
of Notre Dame. The father is the well 
known Chicago representative of D. G. Wil- 
liams, Inc., New York City. 

John Richard will concentrate on his law 
practice after passing the state bar examina- 
tion. Wayne Allen will assume duties as 
executive vice-president of Sullivan’s Smart- 
wear, Chicago specialty shop owned by his 
parents. 


Weiss Heads Display 
By City Specialty Stores 

Wilmer Weiss, formerly display director for 
Davidson Bros., Detroit, has been appointed 
display director for Oppenheim Collins and 
Franklin Simon, New York City. Jess 
Sweeney, formerly acting display director at 
Franklin Simon, is now assistant display di- 
rector at both stores. 

Albert Bergmann, who resigned as display 
director at Oppenheim Collins, has not an- 
nounced his new plans as yet. 


Z-Brick For Store 
Interiors, Exteriors 

Vermiculite Mfg. Co., Seattle, is producing 
a new non-ceramic decorator brick that is 
fire-proof, non-fading and is lightweight, need- 
ing no expensive foundation or mortar to apply. 
It would be ideal for store interior applica- 
tions and for inexpensively remodeling of 
store fronts. Write to the manufacturer at 
2107 North 34th street, Seattle 3. 


Sheinman To Report Display 
For Womens Wear Daily 


Mort Sheinman has succeeded Ed Coyle as 
display news editor of Womens Wear Daily, 
New York City. 
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IMPERIAL SILK MADAGASKA 
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perfect combination for 
refreshing new displays .. . 


VICRTEX V.E.F. FABRICS 


—PLUS YOUR IMAGINATION = 


, 
—— 











Vicrtex’ glowing colors and deep-sculptured patterns create moods of 

warmth, luxury, excitement to flatter and complement merchandise displays. 
Patterns that simulate wood paneling, raw silk, grass cloth, leather, plus 40 
others will stir your imagination to new heights. 

Practically indestructible, VICRTEX V.E.F.* fabrics won’t chip, crack, 
peel or fade — stain, soil and flame resistant — wipes clean with a damp cloth. 
Reusable; will last for years. 





Write today for swatches, prices, descriptive literature. *Vinvi 


L.E. CARPENTER & COMPANY oo aaatd 


356 FIFTH AVENUE @ NEW YORK 1 @ Phone: LOngacre 4-0080 








—— YOU CAN DO ALMOST ANYTHING WITH NEW —— 


LOW AM FOG OV A 


e LIGHTWEIGHT— 
Only |/5th the weight of '%4"" plywood. Means 
ease of handling, storing, and low freight costs. 


WATERPROOF— 


When coated. Even highly water-resistant in 
natural form. 


STRONG— 


Some displays can be built without framework 
at all. Will support hundreds of pounds when 
scored and folded into structural shapes. 


RIGID— 


Does not bend or sag from its own weight, a 
real boon for lightweight paneling. Cuts easily 
with saw, mat knife, or cutawl. 


LOW COST— 


Imagine! All these sensational features and 
yet Fomecor cost much less than most display 
board materials. 


In bundles of 10 sheets, 3’ by 8’: 
14" thickness $18.75 bundle 
14" thickness 13.75 bundle 


F. O. B., Kansas City, Missouri. 


NATIONAL EQUIPMENT CORPORATION 


“COMPLETE STORE OUTFITTERS” 


920 BROADWAY VICTOR 2-2133 KANSAS CITY, MO. 


























for the busy display man 


JIFFY CLIPS 


the handiest way to put up | 
any temporary structure | 





(Continued from page 10) 


the coming months. Even if sales are not high, 
S | I can return to my plant and begin immediate 
CROSSES production on certain items that received 
eF , favorable comment, knowing that sales for that 
Only two types will make any shape : ' : : , : 
toms or enuiint. Gund Gor Gran Uhere- item will come in due time. Likewise, I can tell 
ture showing the many ways of using from the comments just what items will not be 
these time and money saving clips. accepted and arrange my production schedule 
accordingly." More manufacturers would find it 
sound advice to follow this course. If a line 
or item does not attract attention and create 
interest among visitors to Market Week, no amount 
of hard selling on the road will result in sales 
7am | capable of erasing the error of over-production. 
Jiffy booths for | IAN The commercial impact of color television 
thi i ame : was proved recently by a survey conducted by 
for outside displays. | WLWT, Cincinnati, through a local research 
th organization. It revealed that the impact of a 
| commercial viewed in color was about 5% times as 
——=— 111 WEST PINE STREET | much as the commercial viewed in black and white. 
= LODI, CALIFORNIA | Recall and persuasiveness were two factors 
| measured to decide impact. 
We would not like to make a hasty 
Et ee Sem | generalization, but it is probably true that the 
s+ Osplal creators _ penetrating value of merchandise seen in actual 
WIPtm Pilitiaiiving | color in store windows and interiors would have 
splat manulacturers | the same ratio of impact when compared with the 
7. | same merchandise reproduced in black and white 
“ in, for example, newspaper advertising. The 

| increase in color advertising in newspapers would 
indicate that the sales value in merchandising 
is accepted as fact. 

In view of the increased sales value placed 
on color, it is strange that stores will place 
such stringent financial handcuffs on display 
expenditures, when the display situation could be 
improved greatly with only the additional money 
that, for example, one page of newspaper 
advertising per week costs. 

Why not figure this out for yourself. 
Multiply the cost of a page ad in your local 
newspaper by 523; then break down this sum 
according to how you would spend it to improve 

| your display program. You--and your boss -- will 
ro | be surprised at how much it will buy. 





Cordially yours, 


avid hamberger ine. 


315 , e E | | 
: 
; 

- — 

_—_—_ ee 
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DISPLAY MEN, EXHIBITORS 
APPLAUD JUNE MARKET 


[Continued from page 14] 


American and imported string lights made 
available every possible size, shape, color and 
texture possible. This will be the most glitter- 
ing Christmas ever as the prices on these 
lights are more reasonable than ever before 
because of competition. 

Vacuum-formed plastics: The future looks 
bright for this medium but it is still priced 
too high. As the molds and equipment are 
paid for, the prices should drop. This is the 
first Christmas that this process will be seen 
extensively in bells, panels, lanterns and hang- 
ing ornaments. The possibilities are unlimited. 

Exterior trims: Outdoor decorations are 
due for a change by many stores that have 
tried to build a tradition out of using the same 
exterior each year. Competition from shopping 
centers has caused many stores to either re- 
juvenate their old exterior Christmas displays 
or buy entirely new ones. Most stores are 
buying them with the expectancy of using 
them more than just one season. 

For fall: Velvet grape clusters and realistic 
artificial game birds will compete with tradi- 
tional leaves. Variety remarkably poor as 
usual. 

Custom Designs: Most of the top stores 
were buying custom decorations at higher 
prices in efforts to guarantee exclusiveness. 
Generally, other higher prices were not going 
for mass produced decorations. Many manu- 
facturers of interior and exterior decorations 
were selling almost entirely from pre-drawn 
sketches or on-the-spot designs sought by po- 
tential customers. 

Miscellaneous: Gold or rather burnished 
brass dominates the fixture scene, with very 
little space being devoted to this item — the 
spring show remedies this. Inexpensive art 
panels in academic style with artwork repro- 
duced photographically on translucent photo 
paper were introduced. New spotlights for 
interior use have new heat and chip resistant 
paint finished. Plaster rapidly being replaced 
by molded rubber in set pieces utilizing full 
round figures, because of chip resistance, light- 
er weight and lower cost. Glazed finishes 
are also being applied to the rubber figures 
to achieve a china effect. One store in almost 
every major city will have a pair of bell- 
ringing monks on display—just like the sing- 
ing chipmunks of last year. 


New Shipping Hangers 
For 7-14 Dresses 


Ben Zuckerman of Yankee Plastics Ince. 
announces a first in shipping hangers for the 
7-14 size range in children’s dresses. Made of 
impact plastic and practically indestructible, 
these new shipping hangers can replace the 
flat wooden delivery hangers. 

Also available in this new design are hangers 
for the 1-3 and 3-6x size ranges with additional 
length to give support to sleeves as well as 
shoulders of the garments. 

An important merchandising feature of this 
collar-formed hanger is a molded plate on 
which a manufacturer or retailer can have his 
name in raised letters or printing for product 
or store identification. 

Write to the firm at 24 W. 30th street, New 
York City. 
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CUNNING 


One of the oldest firms in the nation in this field 


JOSLIN ....... 
DISPLAYS 


INC. 


thank all our New England friends for their patronage of yesterday, 


May we at this time 


today and we hope .. . of tomorrow. 


Originality . . . Friendliness . . . Reliability . . . These three New England 
characteristics form the basis of JOSLIN’S longtime storekeeping policy. 


We welcome all our old and new customers to visit our 
modern showrooms, where it is always "open house." 


119 Lincoln St. HAncock 6-7875 Boston 11, Mass. 
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This Fabulous Ag Fascinating | 
New Lighted ///§ |\\ Aqua Display 
with 1001 1 L3% \\\ Sparkling uses 


Commands attention day Vf | ‘ \" No electrical work— 
and night—Unusval light- Y bass te . Made of anodized 
ing effect—Like a cas- MW FS 4 Fag | Aluminum — Durable 
cade of diamonds! Sama ae 7 / ‘ ‘ . os ~ . \ Rust Proof Pump— 
water circulates through im de \ Guaranteed One 
filter. Just plug in ordi- / ny” | ee Full Year—Built to 
nary A.C. outlet. . a a” ' last indefinitely. 


TS — 264 


FOUNTAIN ogee  . West 40th St. 
V0 a New York 18 
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FLASHERS 


® Since 1900 


Force Attention, Increase Advertising Value 


’ Motorless 3055 RIVER ROAD RIVER GROVE, ILL. Driven 











CHECK 


THIS SOURCE 


MAGNETIC PLASTIC 
RAISED LETTERS 


Permanent magnets imbedded in 
plastic Jiff-E-Sign letters lets you 
change signs fast! 

Paint them any color with water 
paints, they never wear out. Five sizes 
available 5”, 4”, 2”, 1145” and %”%. 
New 11%” and %” have repeated-use 
pressure sensitive backing. 

Three fonts Roman, Modern and 
Condensed Block, each font contains 
100 characters. 

Used by Retail Display Departments, 
Sign Companies, TV Stations, Film 
Studios, Audio-Visual Departments, 
Churches and Industry. 

Free! Brochure describing versatile 
Jiff-E-Sign letters, easels, sign back- 
grounds, and card holders. Write Fer- 
rocraft, Morganfield, Kentucky. 


f\ \\ 
) ERROCRAFT 


Morganfield Kentucky 

















ELECTRO 
MOTION 





TURNTABLES 


DEPENDABLE 
MOTION FOR 


YOUR PROMOTION 


LB RRL AE CE 
ee x A 7 


5) x owet 
er more, a 
n turntables OFF? QMLY c 


ctro-Mic 
Seca prices 3m s 
. Z — 
able in 3 S! 
*% Compare price 
% Look for Underwriters label 
*% Demand dependable Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 


¥ ~~. * 


ELECTRO-MOTION CORP. 








—Finishing touches on a display model are demonstrated by Stromberg's dis- 
playman, Bill Stripling, to Highland High students (left to right) Herb Denish, 
Phil Simon and Ray Paxton— 


Students of Display 


EVERAL students of Highland High 

in Albuquerque, N. M., spent Distribu- 

tive Education Day learning the fine 
points of display work at Stromberg’s, Al- 
buquerque’s fine men’s wear shop. 


Distributive Education Day was _ pro- 
claimed April 15 by the Albuquerque City 
Commission, to familiarize local merchants 
and citizens with the school program. Over 
20) students from the four Albuquerque high 
schools spent the day working with various 
merchants throughout the city. 


Through the Distributive Education pro- 
gram during the year students spend part of 
the day in school and part in a practical 
learning situation as an employe of a busi- 
ness firm engaged in distribution. Students 
earn graduation credits while learning dis- 
tributive business. 


To give the boys a good picture of the 
entire store operation, they were placed in 
the display department during the day. Bill 
Stripling, displayman at Stromberg’s, started 
the day with a series of lectures for the boys 
based on his 15 years of experience in the 
display field. The boys then proceeded to 
trim two windows at the uptown Stromberg 
shop. 


On completion they discussed and criti- 
cized the windows with Mr. Stripling, then 
corrected points they felt were in error. All 
of the actual trimming was done by the 
boys, using the information supplied by Mr. 
Stripling. The windows featured Easter 
merchandise. 

This year Distributive Education Day was 
a city-wide occasion. Local newspapers fea- 
tured participating businesses and students 
in a special section. 


Raised Designs Possible 
In Continuous Rolls 


A long awaited achievement — the thermo- 
graphing of raised and sparkle designs on con- 
tinuous rolls of paper has been made possi- 
ble through the development of new techniques 
and machinery by Embossograph Process Com- 
pany, Brooklyn, N. Y. These unique deco- 
rated papers, to which Embossograph has 
given the trade name “Hi-Brite,” are available 
in two lines, each consisting of ten designs 
each having up to 17 different combinations of 
paper color and decorative material. The deco- 
rations include metallics and raised powders 
while the patterns range from simple diagonals 
to Christmas designs. 

The lines will be sold by distrbutors through- 
out the country: The Hi-Brite papers will be 
offered in two ream rolls, twenty-six inches 
wide. Arrangements may be made for special 
design and color combinations, private designs, 
sheeting and re-rolling. For more complete 
information, please write to Embossograph 
Process Co., Inc., 3720 Fourteenth avenue, 
Brooklyn 18. 


New Catalogue Features 


Chrome Cardholders 


A smart, modern selection of mitered-frame, 
brushed chrome cardholders is featured in a 
new catalogue available from the L. A. Darling 
Company, Bronson, Mich. According to Louis 
Blasi, sales manager, this is a deluxe line of 
quality cardholders designed to reflect the 
prestige of the store and the quality of the 
merchandise being promoted. The selection 
includes cardholders of all types for use 
throughout the store. Ask for Catalogue 
No. 470. 
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New Exhibit and Industrial 
Design Service Formed 

Philip J. deCarolis will direct a new exhi- 
bition and industrial design service. Special- 


izing in trade show exhibits and exhibition : , ? 

architecture, the new venture will operate un- a 

oo ii. & 34," 

der Mr. deCarolis’ name and will occupy 4 ' ve BUT DRIVES /e CROWN 
facilities at Sukon Inc., 917 Third avenue 


New York City 22. Mr. deCarolis will also | | \| =Muay STAPLES IN 4 LENGTHS FROM %c” TO %” 


design and develop commercial and _ institu- 


tional interiors and three-dimensional displays | ~ Z 

of a rélated order. Consumer and industrial | 3g RS 
product and packaging design will be yet an- | | we 
other function of the new service. In his | — a 


present capacity, Mr. deCarolis will offer con- a 
sultation on planning problems to exhibit and i . 4 Weight only ly, pounds 
display houses, interior designers, and major j 


corporations in the Metropolitan New York F * 4 Staple Lengths 


City area. 

3/,” 
Pleasants Appointed ' USES 3%" CROWN STAPLE! 
To Sylvania Post ; This new HANSEN re 


‘ : 3 
The appointment of Lawrence P. Pleas- drives a 4%" crown ar 
ants as Sales Manager of the Cleveland Dis- which gives good holdi 

a aa Su] ys Lit Socal ePae 7 livisic 3. power on displays, hiclen seal 
trict 0 Sy vania 1g iting Froducts, a division | 7 many other applications. Fea- x 
of Sylvania Electric Products Inc., has been ‘ tures include quick opening 
announced by Garlan Morse, vice-president eee front, flush jaw for close Ais 
and general manager — Large Lamp Prod- as ‘ quarters; drives %", 14”, 6" 4 
ucts. Sylvania is a subsidiary of General Tele- y %" long staples. WRITE TODAY for further details. 





phone & Electronics Corporation. 


New 7-Day Time Switch e \ A. L. HANSEN MFG. C0. 


Has 55 Amp. Capacity ’ 5041 Ravenswood Avenue, Chicago 40, Illinois 

A new 55-Amp. 7-Day time switch has “~~ we 
been announced by Tork Time Controls, Inc. 
The switches are equipped to handle the 
heaviest lighting loads, and, with reserve 
power, assure automatic control on schedule 
in the event of power failures. Further in- 
formation is available, without obligation, 
from Tork Time Controls, Inc., Mount Ver- 
non, New York. 


Tag, Label Brochure | * Re w 
Available From Jobbers | 
The Maco Tag and Label Products, Inc., | = 7 > 5 
111 West 19th street, New York City 19, are ( v) 
producing a new and attractive brochure for 


see Saag or degra my SHOW aay AND POSTER MACHINE 
chures illustrate the most popular tags and Featu “ms I PF Th 

labels used by the specialty retail shop, and Jf -? ee et ‘ : . 

are furnished with the dealers imprint. For | 

further information, contact Frank May, sales | | LOW OPERATING COST ----| ONG LIFE 
manager. 


Rust Inhibitor Developed MODEL "AA" Metal & Wood OS TO 

By Illinois Bronze Type ‘ 
Rustcor, a new and highly effective rust | With new “Magnetic” type 

inhibitor developed by the Illinois Bronze | lock up. Greatest advance- 

Powder Company, has been incorporated into | ment in sign machines within 

Illinois Bronze Spray-O-Namel. Spray-O- last 25 years. SPEEDS UP 

Namel with Rustcor can be used on rusted | OPERATION and provides 

metal and will prevent rust from forming complete flexibility of type 

oe ne , pes arrangement. 

again by penetrating deep into rust and 


bonding tight, indoors or out. For further Wee itt : se : Sete 
information, contact Illinois Bronze Powder = SSESSERSES at 
Co., 2023 South Clark street, Chicago. é . bos Bt $335 
—_——-——.~ A medium priced “gr mG } “eldigjeyen ev vent ie + 

- — aes 
aes 
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chine using rubber type. Pro- 
Mrs. James Named duces high quality signs at on ah 4, 
By Sidney's, Roanoke low cost. . 
Mrs. Margaret James has been appointed Many national chains have 
advertising and display manager for Sidney's, | from 50 to 500 or more Sign- 
Roanoke, Va., succeeding Mrs. P. B. Owen, | press machines in use. be pgs eee Me gee sg 
who has retired. Mrs. James was formerly in MODEL M-1422— 14 x 22— Patents applied for 
the merchandising display field with a national MADE IN THREE SIZES ... WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


food chain DISPLAY EQUIPMENT CO. — BOX H-144, ADRIAN, MICH. 


2 
sores 
opaueseas.| : 




















AUGUST, 1960 61 








HOLLY 30 LITE 
MINIATURE SET 


UL APPROVED miniature set. 30 screw 
type bulbs in petal shaped sockets. Bulbs 
have permanent filaments and if one goes 
out the rest remain burning. Set avail- 
able in green or ivory wire and sockets 
and with colored or clear bulbs. 


24 lite model also available 


JULIUS KUPFER, INC. 


Migrs. of Xmas Lite Sets & 
Display Specialties 
79-10 ALBION AVENUE 
ELMHURST 73, L. I., N. Y. 














NATURAL PREPARED 
FOLIAGES , WOOD 


TROPICAL 
ACCESSORIES 


¢ CALIFORNIA 
¢ FLORIDA 
¢ PHILIPPINES 


AVAILABLE AT YOUR 
DISPLAY SUPPLY HOUSE 


Benson Company 


202 E. Pacific Coast Hwy. 
Long Beach 6, Calif. 














Displays 
Salute 
Lincoln 
Center 


ORE than fifty department stores and 
retail shops in New York City and 


its suburbs cooperated in a _ week- 

long window display program featuring 
Lincoln Center for the Performing Arts 
during the week ending June 10, which was 
proclaimed ‘“Retailers’ Salute to 
Center Week” by Mayor Wagner. 
An estimated 3,000,000 passersby viewed 
the Lincoln Center displays. The program 
was made possible through the assistance 
of the stores’ display and promotional per- 
sennel as well as the support of the Fifth 
Avenue Association, the Uptown Retail 
Guild and the Retail Dry Goods Association. 
Many stores made two to eight windows 
available, while others gave their entire 
window display space (plus that of half a 


Lincoln 


dozen or more of their branch stores), to 
the “Salute.” Interior displays were ar- 
ranged in some stores. 

Some displays featured reprints of a color 
poster depicting Lincoln Center as “a cul- 
tural explosion.” Others displayed repro- 
ductions of preliminary architectural ren- 
derings and informational literature on the 
Center. 

As was expected, the downtown Manhattan 
stores turned on their usual display ex- 
cellence to make the most of the occasion, 
with some really outstanding efforts result- 
ing. However, we have chosen three dis- 
plays from stores off the beaten display pub- 
licity path for presentation here. Two are 
from Abraham & Strauss, Brooklyn, and one 
is from Macy’s at White Plains. 


—Above, two on the aisle for the 
ballet bouffant silk organza 
in flame red pairs off with a white 
dinner jacket, one of nine window 
displays in the Brooklyn store of 
Abraham & Straus. Displays were 
part of a week-long "Retailers’ Salute 
to Lincoln Center,’ from June 3-10, 
in which 50 stores in metropolitan 
New York and suburbs participated 

At left, another Abraham & 
Strauss display, this time aimed at 
impressing the event upon the family 
. . . The ribbon sign reads; “Lincoln 
Center will be for you, your children 

and your children's children'— 


—At left, one of two displays de- 
voted by Macy's, White Plains, N. Y. 
In this scene, framed photo 
blowups and artist renderings com- 
bine with fashions and furniture to 
announce "The greatest coming at- 
traction in New York's history'’— 
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Tri State Displays 
Moves To New Building 

Harry E. Brooks, president of Tri State 
Displays, Inc., Minneapolis, has announced 
the firm’s move from 12 North Washington 
to its new building at 1221 Glenwood Avenue 
on July 1. The firm will operate under the 
new name of Tri State Display Center and is 
among the first businesses to relocate in the 
new Glenwood Redevelopment area. Their 
former location in the lower loop section is 
about to be torn down under the Minneapolis 
Housing and Redevelopment Authority. 

In 20,000 square feet of new quarters, Tri 
State Display Center will use the most mod- 
ern equipment for silk screen processing in 
this entire area including a high speed auto- 
matic silk screen press which is being im- 
ported from Sweden and another giant semi- 
automatic silk screen press which is being 
moved to the new location. A 50 foot long, 
automatic drier is also being installed. Tri 
State Display Center plans to use these 
presses to considerably increase their pro- 
duction capacity. 

“We have equipped ourselves with up-to- 
the-minute facilities which will result in 
quality production plus speedy operations on 
silk screen processing point of purchase dis- 
plays, convention displays, window displays, 
animated displays ,wire displays, plastic dis- 
plays, tubular displays, metal displays, show 
cards, charts, indoor and outdoor signs, com- 
mercial art work and decals,’ Mr. Brooks 
declared. The firm specializes in display ad- 
vice and consultations, promotional planning 
and chain and group promotions. They have 
combined all their services and consolidated 
them into a new concept of a complete, spa- 
cious service center with everything for dis- 
play similar to a one-step shopping center. 

The new Tri State Display Center building 
is of modern design featuring brick and cur- 
tain wall exterior and will facilitate a spa- 
cious, modern one-floor operation. The office 
area has modern panelling and consists of 
brick and curtain wall. The manufacturing 
area is done in lightweight block construc- 
tion. There is complete strip lighting 
throughout the building. 

Tri State Display Center will have 20,000 
square feet of usable floor space and its 
subsidiary, Tri State Display Distributors, 
will operate in the same new building as a 
retail store for the public, in addition to serv- 
ing retailers’ needs for window display mate- 
rials, mannequins, etc. They will also offer 
the public high fashion display materials for 
meetings, parties, conventions, etc. in a retail 
store. 

In line with the firm’s expansion program, 
they have hired Lester Lindstrom as plant 
superintendent and production engineer and 
Glenn Layne has been elevated to the posi- 
tion of art director. 

Officers of Tri State Display Center are: 
Harry E. Brooks, president; Sheldon C-. 
Brooks, treasurer and Benjamin B. Brooks, 
secretary. Harry E. Brooks founded the 
company 35 years ago at 116 S. 4th St. in 
Minneapolis as a window installation com- 
pany for drug companies. Gradually sign 
and display and other promotional features 
were added until it reached its present com- 
plete line of services which the company will 
offer from its new address at 1221 Glen- 
wood Ave., Minneapolis. 
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Whenever you say it... 





Victorian style: 1", 1%", 242", 4" high 
Roman style: 34", 5" high, also in white 
write for folder 


fin Display 


133 west nineteenth street 
new york 11, new york 























MADE IN FRANCE 
FOR CZaceuve-Leke LIGHTING 


NEW — POWERFUL 
TARGET LIGHTING 


An exposed knob easily 

adjusts beam to illuminate 

large or small displays, 

exhibits, paintings, and 

objets dart. SWIVELS IN *N8 
ALL DIRECTIONS ON 31/5" x By" x BY." 
REMOVABLE BASE... 


from 1 deed 


Write for Catalogue Sheet and Price List 
MORDA DISTRIBUTING COMPANY DEPT. DW-S 
P.O. Box 24036 « Los Angeles 24 « California 








lennepesent Oak 


and Transparent 
Oak Leaf Ropings 


in many colors for the 
Display Supply houses 
Get our Free Samples with Prices 


FLORIDA LEAF & FERN CO. 


WwW. Cc. & T. S. Rumbley 





—South African Feather Co., Inc.— 

1015 FILBERT ST., PHILADELPHIA 7, PA. 
Established in 1906 
WAlnut 5-5219 


FEATHERS 


@ FEATHERS FOR DISPLAY 

@ OSTRICH FEATHERS, all colors and sizes 
@ MARIBOU in 2 yard strings, all colors 

@ FEATHER BIRDS, made in Japan 


Excellent Delivery — Write for Price List 














Sanford, Florida 








Manhatten 


et letter CO. 


& tmeoanroaeaves 


151 WEST 18th STREET. NEW YORK ‘! N. Y. 





EXHIBIT BOOTHS 


e Flameproofing Spray ¢ Portable Canopies 
¢ Mirrored Balls ° Draperies © Spotlights 
¢ Crowd Control Equipment 


FILJON, INC. 
1211 East Fayette St., Box 122, Syracuse, N. Y. 
Write for Literature 





SHOULDER COVERS 
Crystal-clear — polythene. 
Price list and samples on request. 
JOBBERS ONLY 


CORONET MFG. CO. 
YARDVILLE, N. J. 











| Clark Promoted 


By Loeb's 

The promotion of Roger L. Clark from dis- 
play director to publicity director was an- 
nounced by the management of Loeb’s, Inc. of 
Lafayette, Ind. Mr. Clark has been display 
director for Loeb’s for the past five years. 
Mr. Clark will direct advertising and display 
plus any other publicity promotions both in 
and out of the store. Mr. Neil Harris was 
made assistant display manager and will 
take charge of most display activities under 
Mr. Clark’s directorship. 


New Aluminum Paint In Colors 
Developed By Illinois Bronze 

Illinois Bronze Powder Company has devel- 
oped a ready-mixed and entirely different 
aluminum paint in four colors. The idea of 
colored metallics is being extensively promoted 


by the aluminum manufacturers and is re- 
ceiving increased attention. For further in- 
formation, contact Illinois Bronze Powder 
Company, 2023 South Clark street, Chicago. 


Color Contest Winner 
Announced by Northcraft 


Thomas J. Meyer, display director of the 
Fandel Co. of St. Cloud, Minn., was named 
the winner of a nation-wide “Name That 
Color” contest among displaymen. The name 
for the new blend of the straw and pink color 
filter that Northcraft Lighting Corp. has 
developed is “Toasted Pink.” A $100 U. S. 
Savings Bond was mailed to Mr. Meyer for 
his winning selection. 

“Toasted Pink” is the first of a new line of 
mixed color tones being developed for display 
lighting by Lighting Services Inc., consultants, 
designers and national sales agent for North- 
craft Display Lighting. 








TRADE PERCONALITIER No.203 by Bote 
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ESTABUSHEDP IN '97OcG 
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HAS OPERATED I(T wrrhH 
HIS _ BROTHER WILLIAM 
SINCE HIS FATHERS 
PEATH IN 1OG3. 


igh ENTERED THE 
ARMY IN 1941 
AND SPENT THREE 
YEARS IN IRAN 
WITH THE 


PERSIAN GULE 
COMMAND 
WHICH WSS SUP- 
PLY SOURCE TO 

RUSSIA 


SELECTED To SERVE ON 

THE HONOR GUARD FOR 

THE LATE PRESIDENT 

FRANKLUN DP. ROOSEVECT 
DURING THE FAMOUS. 
TEHERAN ONSEN 


RETURNER To THE at 
“BUSINESS AFTER 4 
BEEING PScHARGEDP 

IN LATE 1946. 


ACTIVE IN MASONRY 
ANP WAR VETERANS 
ORGANIZATIONS. 





Boeken iN BALTIMORE AND ATTENDED BUSINESS ADMINISTRATION 
NKGHT SCHOOL OF JOHN HOPKINS UNIV © ESiITY GRADUATING IN 1937 
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BALTIMORE ,MARY LAN 


‘ 


PHOTOGRAPH Y, 
BOWLING AND FISHING 


} 











DISPLAY WORLD 





Kominiscing 


AUGUST, 1935 
The revived International Association of 
Display Men held a splendid convention in 
St. Louis. George Westerman, Common- 
wealth-Southern Corporation, Jackson, Mich., 
the retiring president, was succeeded by Glee 


R. Stocker, Wohl Shoe Company, St. Louis. | 


T. A. Solomon, A. Harris & Co., Dallas, 


was named first vice-president; S. Joseph | 
Youtcheff, Cincinnati, became second vice- | 
president, and Harvey Flynn, The Emporium, | 


St. Paul, third vice-president. Frank G. 
singham, Robertson Brothers, South Bend, 
was elected treasurer. 

Dirk Luykx was made display manager 
for The Namm Store, Brooklyn; he had been 
store architect. Max Manheim was ap- 
pointed as first assistant. Joseph Blaine, 
formerly in charge of display for Namms, 
had resigned to take a similar position with 


Oppenheim Collins, New York City, succeed- | 


ing Jerome Walter. 
sen Millward, past president of the Inter- 
national Association of Display Men and 


well known in the display field, was killed | 
in an automobile accident while driving to 


his home in Minneapolis. At the time of 
his death, he was in charge of display for 
Karl Partridge Company. 


AUGUST, 1950 


Perforated Masonite panels called Peg- 


Board were first introduced to display by a | 


Chicago firm. 

Jack Otterson was promoted to display 
manager of Levy's, Houston, succeeding 
Jack Ralston, who retired because of ill 
health. 

I. Gallegos took over display at Siegels, 
San Antonio, replacing William Ramsey, 
who resigned to join the display staff of 
Joskes, same city. 

Ned Silvestri, founder of the (Chicago 
firm of Silvestri Art Mfg. Co., Inc., died at 
los Angeles at the age of 59. 

Allan Granstrom was appointed head ot 
the display department at the Bon Marche, 
Spokane, at the age of 20 
New Brochure Features 
Junior Vizupoles 


A new brochure featuring Junior Vizu 
poles, an attractive, light-weight display pole 
of unlimited function and flexibility, 1s avail- 
able from the L. A. Darling Company, bron- 
son. Mich. According to Darling Sales Man- 
ager Louis Blasi, the new pole is a break- 
through to an entire new field of merchan- 
dise presentation. It can be used singly or 
with lateral joiners and display attachments 
for any combination of effective, up-to-the 
minute displays in all types of retail outlets. 
Vizupoles go up in minutes. Sturdy brackets 
and display accessories lock into the poles 
with the twist of a screwdriver. Two styles 
are available: tension spring type, or semi- 
permanent that fastens to floor and ceiling. 
They come in black or natural aluminum 
finish. For complete details and a host of 
unusual display ideas ask for Junior Vizu- 
poles Brochure No. 455. 
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QUALITY 
CARDBOARD 


USE CRESCENT POSTER BOARD 
USE CRESCENT POSTER BOARD 


, 


— R BOARD 
USE CRESCENT POSTER BOARD 
USE CRESCENT POSTER BOARD 
USE CRESCENT POSTER BOARD 


CRESCENT POSTER BOARD 
WILL SATISFY YOUR EVERY 
SIGN PAINTING OR DISPLAY 
REQUIREMENT! IT’S STRONG- 
ER, WILL LAST LONGER AND 
HAS NO FRAYED EDGES! USE 
CRESCENT POSTER BOARD 
AND PROFIT BY THE NAME! 


CRESCENT CARDBOARD COMPANY 
1240 N. Homan, Chicago 51, Ill. 
WRITE FOR FREE SAMPLES! 





COLLEGE MUGS 


Enhance any Display Promotion! 


e “BACK-TO-COLLEGE” WINDOWS 
AND IN STORE DISPLAYS 


e OUTDOOR LIVING AND PATIO 
PROMOTIONS 


e FRATERNAL AND MILITARY DIS- 
PLAYS « BREWERY PROMOTIONS 


e ANY DISPLAY TO EMPHASIZE 
THE COLLEGE LOOK! 


Notamere “prop”— but the same genuine 
College Mug recognized by all College 
students and sold nationally on every 
campus. Over 8,000 Crests and Seals on 
hand for most any organization includ- 
ing all Colleges, national fraternities and 
sororities in U.S.A. and Canada, frater- 
nal organizations, various branches of 
the service and military units etc. Mugs 
sold in any quantity from one up. 


W. C. BUNTING COMPANY 


“A great name in Pottery’ 


| 
— 





Notre Dame 


tK TO 
BA COLL aay 


Write for 


FREE CATALOG 


giving full information, 
prices and pictures of 





various pottery items 
suitable for use in 
displays. 


Wellsville, Ohio 





WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 
for Vets and Foreign students. The only thorough 


professional course in N. Y. C. Free placement. 
REGISTRATION OPEN— ENROLL NOW 


PAN-AMERICA ART SCHOOL 


PL. 7-0064 


316 WEST 57th STREET, N.Y.C. 
Our Graduates are in Demand 





RUSTIC & WESTERN DISPLAYS | 
@ Rustic Frames ® U 6 T : 3 


@ Rustic Boxes 
@ Bird Houses Furniture Co., Inc. 
"*Parkcraft’’ 


& Feeders 
Phone NAtional 9-6479 














BIRCH Poles & Branches 
Williamstown, N. J. 


CEDAR Poles & Slabs 
J 
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SHIRT FRONTS 


PROXY & READY TIES 


Proxy Shirt Fronts dress up manikins 
and keep shirts on sales counters. Combed 
white broadcloth or oxford, sanforized 
shrunk, in collar size 15. Specify collar 
style when ordering. © Conventional 
® Short Point (illustrated) e Widespread 
e Oxford B. D. Packed % doz. to box. 


$16.50 per doz. 


Proxy Ready-Tied Ties clip quickly into 
place under collar. Saves valuable time— 
always a perfect knot. Packed 1 doz. as- 
sorted colors to box. $12.78 ver des. 


Merchandise Shipped 2/10 EOM, FOB Troy, N. Y. 


Order From 


THE DUBLIFE COLLAR CO. 
295 Madison Ave., N. Y. 17, N. Y. 


WHITE MICA 





FIREPROOF .. . REALISTIC 
SPARKLES LIKE Real SNOW 
Available in 50 Ib. Bags 


U.S. MICA COMPANY, INC. 


26 SIxTH ST FOREST PARK, 
STAMFORD, CONN. iLLINOTS 
DISPLAY TURNTABLES 
@ Heavy Duty @ All Stee! 
ALL SIZES—Large or Small 
illustrated folder 


AMER-STAGE EQUIPMENT 
805 E. 134 St., Bronx 54, N. Y. 





Write for free 











FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 


Manufacturing and Processing 
Write for Catalog 


FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 











Lumi-plug Pegs 


olale} io -Me) Mets) iel em ie) a 
DISPLAYS « SIGNS 
fete] baie) Mm ley ¥ie}-} 
MARKET MAPS 
Write for FREE foider, samples 
THE Lumi-plug COMPANY 
15 W. 44th Street, New York 36, N.Y. 


—Prominent displaymen from Pennsylvania, Ohio and West Virginia were present at the Art R. Cohen 


Company premiere showing of the products of Wing's Success Display at Pittsburgh recently 
The inset shows Howard Wing, left, demonstrating his ‘flexie girl’ mannequin to William Cohen, 
president of the Art R. Cohen Company— 


Vv f 
OWARD WING goes for headless 
women. “They cost less,’ he explains. 


“They're also easier to handle — more 
adaptable take less space 

In fact if all the beautiful women in Amer- 
ican store windows suddenly lose their heads, 
nobody will be happier than Mr. Wing. 

He is talking about mannequins, of course, 
and he doesn’t limit the discussion entirely to 
female mannequins. It’s only that females are 
those most widely used. 

Mr. Wing, it turns out, is the inventor of 
the “floating-in-air apparel display method,” 
which made its Pittsburgh debut on May 23 
as part of the annual three-day fall clothes 
show of the Men’s and Boys’ Apparel Club of 
Pennsylvania. 

Approximately 100 displaymen from Penn- 
sylvania, Ohio and West Virginia attended 
another showing on May 25, also at Pittsburgh. 

Aithough American stores have 
achieved this floating-in-air in other ways— 
— Mr. 
Wing says his system takes much less time 
and effort. 

The Wing method already in use in 16 
foreign nations -——- employs rods, connectors, 
sockets and tables and human fragments called 
“modeleurs.”’ 

Using components, Mr. 
designers can build a variety of 
few minutes with great savings in time and 
space. 


many 


such as by hanging displays on strings - 


Wing said 
“sets” ina 


these 


Mr. Wing first took his giant leap into space 
back in 1949 in his native Holland. Protected 
by 33 patents, the system was first shown to 
the world at large at the 1950 Worlds Fair 
in Stockholm. 

As demand grew, seven factories in seven 
countries were licensed to manufacture the 
system. 

Mr. Wing, father emigrated to 
Rotterdam from China at the age of 11, and 
whose mother is English, graduated from 
Hollands Academy of Art and worked as an 
interior decorator in 


World War II. 


whose 


Rotterdam stores before 


‘Flexie Girl’ 


Turning to free-lance work, he founded the 
current Wing Success Display Co., of which 
he is president. The 
ever since, he said. 

Art R. Cohen Company, Pittsburgh, a new 
distributor of Wing’s Success equipment, ar- 
ranged the Pittsburgh debut. 


business has flourished 


Vilardi New President 
Of Cleveland Club 


Anthony Vilardi, display director of Bond 
Clothes, was recently elected president of the 
Cleveland Display Club. Other new officers 
are: Arthur Gault, display director of Halle 
sros., first vice-president; Robert Yasenchack, 
display director of Taylor’s, second vice-pres- 
ident; Hal Moses, Mutual Display, treasurer, 
and Miss Stella Sczurek, Bond Clothes, secre- 
tary. 

Once again the Cleveland club will sponsor 
a display school in cooperation with the local 
board of education this fall. Mr. Vilardi will 
instruct the classes. Those interested in ob- 
taining information should write to James R. 
Busher, Cleveland Board of Education, 1380 
Kast Sixth street, Cleveland. The fall sessions 
will consist of eight 2'4 hour periods at a 
cost of $&. 


Whose Emerald City? 
Photos Not Identified 

Recently we received a group of photos 
from Michigan concerning an Emerald City 
-Wonderful Land of Oz children’s promotion. 
Unfortunately, the photos were unidentified. 
Will the store please identify itself, so that 
we can plan to publish some of the photos in 
an early issue? 


Neil Heads Display 
At Cohn's, Little Rock 

Blake Neil, formerly display manager of 
The Vogue, Flint, Mich., has accepted a sim- 
ilar position for M. M. Cohn Co.. Little Rock, 
\rk. He succeeds Clyde Smith, who resigned. 
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—Officers of the new National Display Guild met in Chicago, June 21, with Bill Mee, executive 
director of the Point-of-Purchase Advertising Institute to discuss cooperation between the two 
groups ... Seated around the table, left to right, were Julius Kottra, treasurer; John Sanders, execu- 
tive secretary; A. B. Slattery, president; Peter V. Fazio, general counsel for the Guild; Bob Leander, 
president of Chicago Show Printing Company; G. D. Crain, Jr., publisher of Advertising Age; 
Mr. Mee; Arnold Solomon, secretary, and Ken McAvoy, business representative of Local 4! of the 


Window Trimmers and Displaymen's Union 


. H. T. Worden, Guild consultant, was not included 


in this photo— 


Display Guild Formed 
By Chicago Installers 

The formation of the National Display 
Guild has been announced by Albert B. 
Slattery, one of the founders and first presi- 
dent of the organization. John E. Sanders has 
been elected executive secretary and ofhces 
have been opened at 5412 North Clark street in 
Chicago. Mr. Sanders and Ken McAvoy, 
business representative of Local 41 of the 
Window Trimmers and Displaymen’s Union 
(afhliated with the Upholsterers International 
Union) joined in making the announcement. 

The Guild stems from a unique non-infla- 
tionary contract between the Union and em- 
ployers negotiated recently by the Guild’s 
general counsel, Peter V. Fazio. 

Union cooperation has been instrumental in 
establishing the Guild’s objective and opera- 
tion. Mr. McAvoy says “the Union expects to 
benefit as much as the employers in the future 
success of the National Display Guild.” 

The purposes of the National Display Guild, 
said Mssrs. Sanders and McAvoy, “is to fur- 
ther the development and improvement of the 
display business, and to extend the professional 
and social interchange among people engaged 
in the profession toward the ends of higher 
standards of craftsmanship and fuller appre- 
ciation of the value of members’ skills in the 
national economy.” 

Members of the Guild are convinced they 
can provide substantial savings and greater 
display effectiveness for manufacturers, ad- 
vertising agencies and others who require 
installation of display materials. The various 
companies included are equipped to install 
in-store and window displays, convention and 
salés meeting exh.bits and other kinds of dis- 
plays requiring a combination of artistic and 
mechanical know-how. 

The National Display Guild plans in the 
near future to produce and distribute a_ bro- 
chure giving details of its wide range of 
capabilities. 

Phone number of the National Display 
Guild is LOngbeach 1-0480. Other ofhcers 
of the Guild not mentioned above are Vic 
Jacobson, vice president; Julius Kottra, treas- 
urer, and Arnold Solomon, secretary. 

The Guild is extending an invitaticn to 
companies in all parts of the country to join 
in what is soon expected to be operating on a 
national, not-for-profit, non-political basis. 
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Union Leader Honored 
At UJA Dinner 

Union leader and display figure Michael 
Grainer, business manager of the Window 
Trimmers & Helpers Union Local 151, AFL- 
CIO, was honored by over 100 members of 
the display industry at their annual dinner 
in behalf of the United Jewish Appeal on 
June 8. Presiding at the highly successful 
affair, held at the St. Moritz Hotel, was Jo- 
seph Grossman, of Masta Displays, Inc., who 
is serving as 1960 chairman of UJA’s Display 
Division. 

In presenting Mr. Grainer with a beautifully 
inscribed plaque at the highlight of the eve- 
ning’s program, Chairman Grossman praised 
highly the union executive’s “exemplary lead- 
ership in labor relations and thanked Mr. 
Grainer, on behalf of thousands of homeless 
and helpless refugees all over the world, for 
the “guiding force he has always played in 
rallying union aid behind the cause of UJ A.” 


Presidential Aide Named 
By Showmanship, Inc. 

Lloyd D. Settle, public relations and show 
promotion executive, has been named assis‘- 
ant to the president of Showmanship, Inc., 
veteran showman Fred J. 
nounced. Formerly 
Pacific Ocean 


Tabery has an- 
promotion director of 
Park, Disneyland, and other 
major recreation and show developments, Mr. 
Settle is the first public relations and promo- 
tion executive to have been formerly cited by 
the Los Angeles City Council for “outstanding 
public service to the City.” 

Showmanship, Inc., originally a division of 
the Tabery Corporation, directs the 12-year- 
old California Hobby and Recreation Show, 
the International Sports, Vacation, and Travel 
Show, and many of the nation’s largest trade 
shows, conventions, and exhibits. Mr. Settle 
will be associated in the public relations and 
advertising, show production and marketing 
areas of the business. 


Decorative Panels Offered 
By Gery Hecht 

\Voods, metals, laminated glass and plastics 
are combined in decorative panels by Gery 
Hecht, 543 Madison avenue, New York City 


22. Display and store interior applications are 


numerous. Write for information. 























Need new textures, 
New creative effects? 


...see what Sargent 


The art of dis- 
play demands ever- 
greater versatility 
in textures, colors, 
materials. Thou- 
sands of artists have 
already discovered 
the wonders they 
can create from to- 
day’s many stand- 
ard materials with 
the help of SAR- 
GENT DISPLAY 
FINISHES. 





Unlimited versatil- 
ity is now possible 
with a full range of 
SARGENT DISPLAY 
FINISH colors, clears 
and metallics. 


ear talehs-Condeia tem ok' 


‘ 


the Sargent-Gerke Co. 


Nationally Advertised Paint Products 


Taker talt-tololit- Pam ialeir-tar- 





palo 


BOOK 
ON DISPLAY 


DYNAMIC DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 


e 268 Pages 


e More than 600 illustrations 
e Size 9 x 12 inches 


e Cloth bound 


e Now in third edition 
e Contains everything about Display 


—YOU MUST HAVE A COPY 
. to make your displays sell more goods faster 
. it's the kind of book you have been waiting for 
. it's a necessity for everyone engaged in display 


or using displays 


PARTIAL LIST OF CONTENTS 


Training for Display Work 
Recipe for a Displayman 
Common Errors in Display 
Working Methods 

Application of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 
Eye-Catchers 

Paper Sculpture 

Display Materials 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 

How to Master the Space Problem 
Preparatory Work 

The Window Plan 

Birth of a Show Window 
Display on a Small Budget 


Variations on a Basic Idea 
The Display Calendar 

Layout of Merchandise 
Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints, Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 
The Workshop 

Windows of the World 


PRICE +10 POSTPAID 


immediate Delivery! 


Order Your Copy NOW! 


FR ANM J RERMARO 





ee . 


amen eee ~ 


AVI BISGPLAY 


Endorsed 
by the country's 
foremost display directors. 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete treatment 
of modern display technique and practice. The student will find it a 
sure guide to display techniques and a real help toward steady 
improvement and perfection in his work. For the experienced and 
professional displayman it is rich in display ideas and an invaluable 
reference work — in fact, a display library in itself. Retailers, both 
large and small, will find it a positive guide to good selling displays. 
The author draws freely on his wide experience to explain each facet 
of retail display and shows by photographs and sketches the practical 
application of display techniques for modern displays that sell. Display 
problems and their solutions are explained in detail. It gives display 
a scientific background to make the medium of display more powerful 
and effective. Study the partial list of contents and you will realize 
that this is a book you MUST have. Its value to you cannot be 
measured by its reasonable cost. 


: DISPLAY WORLD, Cincinnati 1, Ohio 


s () Please send me postpaid a copy of DYNAMIC DISPLAY. for 
which $10.00 is enclosed. 

[] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $14.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders except Canada $1.00 additional.) 
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Winners Announced 
In Alcoa Contest 

Retail hardware stores in Indiana, Ohio, 
and Virginia were announced winners of an 
alumnium window display contest co-spon- 
sored by Aluminum Company of America 
and The W. Bingham Company. 

Salesmen from The W. Bingham Co., a 
Cleveland wholesale firm, awarded cash 
prizes to managers of the three victorious 
First prize of $150 went to Standard 
Hardware Corp., Portsmouth, Va.; second 
prize of $100 to Ballard Hardware Store, 
Muncie, Ind.: and third prize of $75 to For- 
ster Colonial Hardware, Geneva, Ohio. 

The contest coincided with Alcoa’s annual 
Market-Maker Promotion, a national adver- 
tising program designed to assist retail deal- 
ers in creating markets for aluminum 
products. 

Richard C. McSorley, Alcoa's promotion 
supervisor, said the competition was con- 
ducted in a thirteen-state area for test pur- 
poses. “Our study of the results of this 


stores. 


SANTA SELLS! 


Nobody...but nobody...selia like Santa! Set the mood 

for holiday buying! Fill your customers with the 
spending spirit. Use these authentic Santa Claus out- ~~ > 
fits in your window displays and on sales floors...on’ 
your salesmen and mannequins. 


Complete Santa Claus Outfits for Store Use 


Durable, rich looking corduroy. Leatherette belt, im- 
itation boots. Nylon wig and beard set, washable, 


flame proof. 


No. 1406 $99 


DeLuxe red velour and white plush trim. Patent 


ieatherette belt, boots. 


Nylon and dynel per- 


manently waved wig and beard set can be cleaned, 
washed, combed. Non-inflammable. 


No. 2297 $49 


Finest quality outfit! Super deluxe model: veivet- 
een, soft white plush trim, patent leatherette 
belt and boots. Blend of Yak hair, nylon and dynel, 
permanently waved wig and beard set, most 


ay natural appearance, can be cleaned, 
pa washed, combed. Non-inflammable. 
= *4\ No. 2598 $60 


No. 2599WS same as No. 2598 
but of 100% Yak hair. $74 


Elf costume No. 6514 $5 


ES 
immediate delivery guaranteed. 


Complete line of advertising banners 


and flags te your specifications. 


Separate wig and beard sets or Santa Claus suits available. Write 
for fully descriptive and Wustrated catalog. 


Collegeville dit ag = =~ m a ty me 
ew York City: ifth Avenue, W. F. Wimmer, Manager 
wns i ara ae Philadelphia, Pennsylvania: 716 Chestnut Street 


event should enable us to determine the 
practicality of a similar contest of national 
scope,” Mr. McSorley said. 





Mesok Promoted 
By Retail Reporting 

Hanford Weil, vice-president, Retail Re- 
porting Bureau, announces the promotion 
of Anthony Mesok to director of photogra- 
phy, replacing the late Myron Wills. Mr. 
Mesok, long associated with “Views and Re- 
views Display Service” and “Store Planning 
Service” published by the Retail Reporting 
sureau, will assume his new duties imme- | 
diately. Sanford Litwak was named as Mr. 
Mesok’s assistant. 





the unusual in mirrors by PARALLEL 


——. ————— 


COMING UPI! 


National Denim Week 
National Make It Yourself 
With Wool Week 
Coast Guard Day.. 
Friendship Day.. August 7 | 
*Olympic Games begin. August 25-Sept. 10 
American Home Lighting Fixture 
Month 
American Woolen Month 
Child Foot Health Month Sept. 1-30 
Fall Cleaning Time begins. . Sept. 1-Oct. 31 
Miss America Pageant ee Sept. 4 
*Labor Day Sept. 5 
National Child Safety Week. .. Sept. 7-14 
National Wallpaper Month Sept. 15-Oct. 15 
National Dog Week Sept. 18-24 
National Sweater Week Sept. 19-25 
Kiwanis Kids Day Sept. 24 
National Tie Week Sept. 24-Oct. 1 
National Sunday School 
Week Sept. 25-Oct. 2 
(DISPLAY WORLD will be glad to fur- a Se C ees 
nish the name and address of any sponsors VAN ARDEN FABRICS MNERS. . : = eee - ee 
of the above-mentioned events. Many of i vis N. Oth St, ‘Phila 7, pil 
them make available free posters or other 110 Murray Street New York 7, N. Y. aE WAlnut 2 5334 pi  WAlnut 24953 i 
t . : $ 


display material as well as ideas for displays Hs 
tying in with the occasion. Simply address AUTOMATIC WOOD TURNINGS 
Puffing Foil & Base Metal 


your request to the Editor, DISPLAY 
WORLD, Cincinnati 1. All Types of Finishing 
Dowels and Balls in Stock 
R. A. OHLHORST 
278 Johnston Ave. Jersey City 4, N. J. 


Paramir (A)—dramotic multi-color mirrors 
Parafiex (B)—-silver & colored faceted sheets ae 
Mirror Decor—loose pieces in all shapes Your source for materials, mirror balls, 
Mosaic Glass Tesserae—Plastic Mirrors and finished units to your specifications. 


Parallel Mfg. Corp., Dept. K, 32 East 10 St., N.Y. 3, N.Y., Spring 7-8787 


August 1-7 





August 1-6 
August 4 














Sept. 1-30 
Sept. 1-30 


FINEST Dyed 
BURLAP 


—-20 Colors 
36 and 52” wide 


Linen Theatrical Gauze — Fishnets 
Grass Mats — 31% x 6 feet 


Always IN STOCK 


* Designed and made with the skill and 
attistry that 30 years in the field of 
fine cut wood letters brings. Extra 
FREE bonus: Style and price sheet 
showing vast selection of sizes and 
designs. Write today. 











*These observances of a national nature do 
H. ARNOLD WOOD TURNING CO. 


not have specific sponsoring organizations , 
supplying promotional materials; however, 363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 


local groups can usually be contacted. 
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| Joslin Displays 
| Dates From 1893 

Typical of the proud heritage of the dis- 

play industry in New England is Joslin Dis- 

| plays, 119 Lincoln Street, Boston, in con- 
tinuous operation since 1893, when the 
founder, E. L. Joslin, opened a factory man- 
ufacturing jersey-covered paper mache forms 
for men’s, children’s and boy’s wear. 

Later the firm added to its line the brass, 
bronze and copper fixtures of the Norwich 
(Conn.) Nickel & Brass Co. and a complete 
selection of wax figures. 


| In 1951, Nicholas Petrucci purchased the 
ACME BULLETIN COMPANY peal nillge eal a ree yer Porndeipevinains 


Since then, it has added additional decora- 
37 EAST 12#h STREET ec NEW YORK CITY 3 


tive and display lines in addition to store 


AS ADVERTISED } Store Directory & 
Bulletin Boards for 


Better Selling! 


Let an Acme board create 
impulse buying with its deport- 
mental listings and your adver- 
tisements. Write today for Acme's 
FREE folder "Selling Through 
Suggestion,” and the latest cata- 
log on directories and bulletin (2m } 
boards. Seer see 

















From a 1” x 2” furring strip 


to a 12” x 12” Timber. | Bill Stern Joins 


_ Lighting Services 





fixtures for every purpose, all displayed in 
Masonite 


modern spacious showrooms. 
Celotex 
: * 
Mouldings 
Homasote 


Plywood 
Upson Board 








TULNOY 


17 Ridgewood Piace 


Cut to your specifications by one of New York’s 
LARGEST and most DIVERSIFIED Lumber Companies. 


FAST SERVICE e 


LUMBER 
& TRIM CO. INC. 


Brooklyn 27, N. Y. 
Glenmore 5-414! 


There are more Special Items in this MODERN Lumber Yard than in any other in New York 











PERMALIFE 


Angel Hair 


10 HEAVENLY COLORS 


PACKED IN 1 LB. 
POLYETHYLENE BAGS 


Angel Putt 


BIG PANELS OF 
PUFFED SPUN GLASS 
Inquiries Invited 


PERMALIFE GLASS FIBER DIVISION 
BOX 6356 SAN ANTONIO 9, TEXAS 


BUILD BETTER DISPLAYS 


with versatile, dependable 


UHU GLUE 


The Leader in Your Field 


UHU PRODUCTS CORP. 
820 Greenwich St., New York 14, N.Y 








Greatest Values in U.S.A. 


SHOW CARD PRINTERS 


$$ 14-22 $298.00 

M16-32 $398.00 

Giant 26-42 $750.00 
FOB New York 


JACK M. SIDER & CO. 
2037 Stanley 
Montreal, Que., Canada 





BRASS & CHROMIUM RAILINGS 


for every purpose Since 1900 


PORTABLE @ STATIONARY 
VELOUR COVERED ROPE 


S. PARKER HARDWARE MFG. CORP. 
27 LUDLOW ST. N.Y.C. 2, N.Y.-WAlker 5-6300 














THE SILENT DISPLAY TURNTABLE 


INDOLA 


Capacities 600, 1200 and 2500 pounds. 
For outstanding features 


INDOLA 


8820 Sunset Bivd., Los Angeles 46, California 


Marvin Dworkin, vice president in charge of 
the display division of Lighting Services, Inc. 
national sales agent for Northcraft Display 
Lighting, announces the appointment of Bill 
Stern, formerly with Bendix Aviation, as Met- 
ropolitan New York sales engineer. Mr. Stern 
will call on display directors and department 
stores exclusively. The display division of 
Lighting Services, Inc. specializes in all phases 


| of store lighting design. 


Wins Display Award 
At Stationery Show 

Victrylite Candle Company, Oshkosh, Wise. 
is pleased to announce that their advertising 
director, Maurice C. Stack, 25, of Appleton, 
Wisc. recently won the top award for best 
use of display space at the New York Sta- 
tionery Show. 

The award was presented to the Company at 
a dinner on May 17. In 1959 Shaeffer Pen 
Company won this award. 


Foldable Christmas Tree Stand 
Needs Manufacturer 

Problemsolver Laboratory, Box 396, Atlanta, 
Ga., has patented a water-filled Christmas tree 
stand that will fold flat for storage. What is 
needed is a firm with manufacturing and dis- 
tributing facjlities to put it on the market. 
Write to James M. Gilchrist, Jr., director, for 
information. 


Flexographic Printing 
Explained In Booklet 

A booklet entitled “Display-Flex” describes 
flexographic printing. Illustrations show ver- 


| satile display materials in rolls, produced by 


this process, to make inexpensive window and 
store spectaculars, wrap-arounds, background 


| displays, etc. A copy is obtainable by writing 


Fuller Displays, Inc., 5-39 48th avenue, Long 
Island City 1, N. Y. 























DECORATIVE FOILS 


R P Expanded Aluminum Foil, R P Ex 
panded Puffing Foil, R P Unexpanded Foil, 
R P Non-Expandable Foil, R P Base Metal 
\¥rite for Samples 
RESEARCH PRODUCTS CORPORATION 
1015 E. Washington Ave., Madison 1, Wisconsin 














BAMBOO POLES 
PHILLIPINE MATTING 
all types -- all sizes -- lowest prices 


PAN-ASIA COMMERCIAL CO. 
16823 Lakewood Bivd. Bellfower Calif. 
MEtcalf 3-0678 
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SOURCE SERVICE 


If in any of the illustrations in DIS- 
PLAY WORLD you see some property. 
fixture, mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you with 
the source from which it can be ob- 
tained. Just address your inquiry to the 
Editor, DISPLAY WORLD, Cincinnati 


1, and it will have prompt attention. 
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FOR SALE 


TWO BEAUTIFUL FULL ROUND 


CHRISTMAS 
CANDELABRAS 


Used Two Seasons 
2—1959 \% rovnd Candelabras 
1—1959 Candelabra window displayer 
All in apple green and gold by 
Decorative Plant. Total cost $375. 
Will sell for half or less. All or 


part. 


AL COUCH 


FINE*S INC. 


SAVANNAH, GEORGIA 





SALES REPRESENTATIVE WANTED 


with Department Store and Specialty Shop following for 


Southern States and West of Chicago 


by long established Importer and Manufacturer of good Display 


Flowers, Units and Novelties. 
lines. 


No objections to non-competitive 


State experience and particulars 


Address BOX 8CD 


Care of DISPLAY WORLD 


Representatives 


Wanted 


In Austra ia, Canada,, C iia, 
England, Hawai'!, Japan and other 
countries. Real opportunity for man 
qualified to contact prospects for 
well-known Home-Study school in 
WINDOW DISPLAY now in |t 
55th vear. Leads furnished. See our 
other ad. th:s issue. Write fully 
giving age, experience and enclose 
recent small photo of self. 


CYRUS H. HITTLEMAN, Pres. 


The Koester School 


3710 Cicero Avenue 
Chicago 41, Ill., U.S.A. 








WANTED 
DISPLAY MAN 


With ability to create attrac- 
tive windows for progressive 
Jewelry Store in Columbus, 
Ohio. Guaranteed top salary 
for right party. Opportunity 
of a life time for the right man. 


ROY & COMPANY 
Mr. Irivin 
Broad and High 
Columbus, Ohio 














FOR SALE — Reynolds Printasign 
machine in perfect condition. Adv. 
Model with all operating accessor- 
ies. Cost $4,795 new. Going out of 
business and will sacrifice for $3,800. 
Contact G. THOMAS, 8939 Larch- 
wood Drive, Dallas 18, Texas. 





DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registrations being 
accepted now for the next 
course. Co-eds, Veterans, For- 
eign Students. 


PAN-AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 
PL 7-0064 








DECORATIVE 
FABRIC 
CLOSE-OUTS 


We represent 3 leading upholstery 
and drapery mills. As such, we 
often have close-outs at 35-70% off 
mill price. These goods are excel- 
lent for display backgrounds and 


flooring. 


if vou wish to he offered these 
goods when available, drop us a 


line on your letterhead. 


STEVENS TEXTILE 
CO. 


114 E. 32nd Street, New York City 
LExington 2-383 


WINDOW D S 
DISPLAY 
AT HOME 
‘arn good income. Easy home- 
study course. Employers: 
Sponsor our course for one ot 
your employees. All will find 
this course the finest of its 
kind. School highly recom- 
mended and established in 1905 


The KOESTER SCHOOL 
Koester Bldg. 
Dept. DW 
3710-12 N. Cicero Avenue 
Chicago 41, Illinois 























DESIRE NICE FOLIAGE LINE 
To be shown with viewer only. 
Covering North Carolina, South 
Carolina and Virginia. 
HAM DISPLAY COMPANY 
442 N. Eugene Street 
Greensboro, N. C. 








WANTED SALESMAN 


With ability to sell high fashion 
Mannequins. High commission ba- 
sis. Please furnish all details. Re 
plies confidential. 


Address BOX 8AB 
Care of DISPLAY WORLD 





ARTIST — DESIGNER 


Versatile, experienced designer to work for nationwide point-ot- 


purchase firm handling all 


Creatively challenging in variety of materials. 


benefits. Write or phone collect. 


national diversified accounts. 


Many Company 


ROGER REX, DISPLAY CORPORATION 


BRoadway 6-9222 


521 NORTH BROADWAY 


MILWAUKEE, WISCONSIN 


DISPLAY 
SALESMEN 


A fresh opportunity for dis- 
play men. Manufacturcr 
going direct to the retail 
trade. An extensive line of 
plastic and wrought iron 
displayers. All territories 
open for sideline men. 


Address Box 8DE 


Care of DISPLAY WORLD 











WANTED 
Original Display Units produced 
in metal — sole U. K. license re 
quired. Full details to 
MESSRS. A. E. ARTHUR LTD 


207 /9 Gipsy Road, West Norwood, 
S.E.27. London, England 











FOR S ALE 
8 CAROL SINGERS 
4 girls 4 boys illuminated 4 ft. high 
made of molded rubber. In excel- 
lent condition. Group cost $400. Will 
sell for $150, f.0.b. Washington, D.C. 
Display Department 
Washington Gas Light Company 
1100 H Street, N. W. 
Washington 1, D. C. 

















POSITION WANTED—New York 
area only — Display Manager— 
Jobber—Salesman. Former owner of 
own business—creative ability in 
all merchandising fields. Consider 
any interesting offer. 
Address BOX 8BC 
Care of DISPLAY WORLD 








USE THE OPPORTUNITY EXCHANGE FOR 
@ Lines Wanted 
@ Used Materials 

For Sale 


@ Positions Vacant 
@ Positions Wanted 


e Jobbers Wanted 


Only $5.00 per column inch, remittance with order. 


Forms close on 5th of month. 


Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 














WANTED 
SALESMEN (SEMI-RETIRED) 
Displays and Fixtures 


BROWARD PAPER & DISPLAYS 
206 S. W. 16 Court 
FT. LAUDERDALE, FLORIDA 
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ADVERTISING 
INDEX 
AUGUST, 1960 


This advertisers’ index is pro- 
vided as an additional service. 
The publisher does not assume 
any liability for errors or omis- 
sions. 


Acme Bulletin Co 
Acorn Advertisers, Im 
American Fixture In 
American Stage Equip. & Iron 
‘orks 
Arnold Wood Turning Co., H 
Austen Display 
Ballou Co., E. ¢ 
Barrango Co., 
Benson Co., Howard Ff 
Bliss Display Corp 
Bulkley Dunton Co., Inc 
Bunting Co., W. C. 
Callister, J. Herbert 
Carpenter & Co., Inc. L. E 
Collegeville Flag & Mig. Co. 
Coronet Mtg. Co 
Creative Promotions of Calit 
(Crescent Cardboard Co 
Crown Displays, In 
Crown Metal Mtg. Co 
Darling Co., L. A 
Decorative Plant Corp. 
Display Equipment Co 
Dublife Collar Co The 
Du Pont De Nemours & Co., 
Inc., E. I Back Co 
Electro-Motion Corp 
Ferro-Cratt 
Filjon Industries, Inc. 
Florida Leaf & Fern Co. 
Foliage Company of America 
Garrison-Wagener Co., The 
Hamberger Inc., David 
Hansen Mfg. Co., A. | 
Herzberg-Robbins Im 
Indola of Calitornia 
Jiffy Clip (Lodi Tent & 
Awning Cs 
Kenbury Glass Works 


loslin Displays, In 


tros 
Julius 

Sales {orp 

Manitkins, In 
Manhattan Wood Letter Co 
Mlerkle Kort? Crear Ce 
Morda Distributing Co 
Morgan Sign Machine Co., The 
Mutual Display Mfe. Co., The 
Natl. Ass'n of Display Ind 
National Equipment Co 
r up 10 & 


Lumber & Trim Co 
l'nson Co . The 

UHU Products Corp 

8 > Mica Co., I mx 

Van Arden Fabrics 
Vue-More Corp 

Williams, Inc., D. G 


Wine’s Success Displays 








ORTABLE sewing machines are not the 

easiest — nor the most difficult — mer- 

chandise to display, but very seldom do 
we come across a display that is bound to 
attract the attention of anyone, whether in 
the market for a sewing machine or not. 

This display accomplishes just that! Who 
ever heard of portable sewing machines be- 
coming the eyes of a clown for an interior 
display? It happened at Sears Roebuck & 
Co., West Philadelphia, Pa., under the guid- 
ance of Daniel G. Whalen, display director. 
This display was chosen Display of the 
Month by the editorial staff of DISPLAY 
WORLD from entries received during June 
in the International Display Contest for 1960. 

“Heres a real eye stopper” was the sign 
slogan, and that echoes our sentiments as 
well. 

Mr. Whalen will receive a Gold Medal 
for his efforts. 

The 19606 International Display Contest, 
with its 65 categories, makes it possible for 
displaymen in practically any type of enter- 
prise to enter. It continues throughout this 
year, with winners announced in the Febru- 
ary, 1961, issue, in which many of the top 
photos will be published. Gold, silver and 
bronze medals are awarded in each category, 
with gold, silver and bronze plaques going 
to the three displaymen accumulating the 
most points. Points are awarded on the basis 
ot three points for each first place award, 
two tor each second and one for each third. 

ntry in the contest is made by means of 
black and white photographs, preferably 8 
by 10 inches in size, although smaller ones 
will be accepted. Pictures must be un- 
mounted. On the back of each photograph 
should be the displayman’s name, his store, 
city, address and classification. 


Monges Promoted 
By Metropolitan 


Rene G. Monges has been named a vice- 
president of Metropolitan Travel Display, 
Inc., New York City, according to Gerald 
N. Kurtz, vice-president in charge of design 
and sales, it was learned today. 

Mr. Monges, a graduate of New York 
University, has an extensive background in 
sales and client relations. He will continue 
as a sales liaison officer and account repre- 
sentative of the award-winning display firm 

Mr. Monges, who joined the company early 
in 1958, lives in Leonia, N. J 
Campus Scenes Available 
As Photo Enlargements 

A set of four large college campus scenes 
is available from William Graubard, 783 
Clara drive, Palo Alto, Calif. The photo 
enlargements measure 20- by 30-inches each 
and are printed by high quality facsimile 
process in rich sepia brown, ready for dis- 
play use. Write for information and prices. 





1959 WINNERS 


Sweepstakes: J. Howard Schneider, The 

Crescent, Spokane, Wash.; First Place, 

George K. Payne, Woodward & Lothrop, 

Washington, D. C.; Second Place, Miss 

Virginia Paxson, Marshall Field, Chicago; 

Third Place, Thomas B. Comerford, Lit 
Brothers, Philadelphia. 





Delmar LeSage Dies 
Following Auto Accident 
Delmar LeSage, former display director 
at Harveys, Nashville, Tenn., and other 
prominent stores and most recently in the 
real estate business in Florida, died Wed- 
nesday, July 13, as result of an auto accident 
on the Florida Keys where he lived since 
leaving the display field. He was 48 years old. 
Services were held Monday, July 18, at 
St. Aldan Episcopal Church. Surviving are 
a son, a sister and his mother. 


Improved Lamps, Price Cuts 
Announced by GE 

Sweeping improvements in_ performance 
and lower prices for its line of mercury 
lamps have been announced by the General 
Electric Company, Nela Park, Cleveland. 
The performance improvements result from 
the extension to other mercury lamps, rang- 
ing in size from 100 to 1000 watts, major 
design changes G. E. recently introduced in 
its family of 400-watt “Bonus Line” lamps, 
according to Robert V. Corning, marketing 
manager tor the Large Lamp Department. 

Only three important types of the former 
mercury line will be continued, Mr. Corning 
said. They are the 400-watt clear, color-im- 
proved, and white lamps, prices of all of 
which have been reduced substantially. 


DISPLAY WORLD 





wachines in 


THE SHOWCARD MACHINE COMPANY, 320 W. OHIO ST., CHICAGO 10, ILL. 


H. M. COWDROY, LTD. 


95-97 York Street ‘ 
Sydney we Ss es Display Room: Chicago Merchandise Mart, Suite 928-C 
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~ CRONAPAQUE 


Neater Looking, Longer Wearing Uniforms 


RAIN OR SHINE! 





LOOK SHARP -STAY NEAT 





DACRON 


POLYESTER FIBER 


Having problems with large display panels? If you use 
transparencies, you have to give them the kid-glove treat- 
ment—which isn’t always easy in the fast-moving display 
business. 

CRONAPAQUE Print Film has been designed for 
And it’s even more versatile than 


rugged treatment. 
at a fraction of the cost. 


transparencies... 
Tough Du Pont CRONAPAQUE is a high-speed, vari- 
able contrast emulsion on the toughest, most stable base 
known... CRONAR® polyester film base. CRONA- 
PAQUE can be oil or water-colored on either side for a 
multitude of interesting and eye-catching effects. 


Look at the display shown here, made up for a uni- 
form exhibit. The two panels on the left show a guard 
at the entrance to a plant. By reflected light. the effect 
is that of a rainy day. However, when light is switched 
on behind the panel. the effect becomes that of a brilliant 


sunny day—including a rainbow! 


CRONAPAQUE saves you money in art reproduc- 
tion, too. All the original art for this display was made 
one-quarter of the finished size, then blown up on 
CRONAPAQUE and hand-colored. The center panel 


was silk screened. 


If you're looking for a new way to make your dis- 
plays sparkle... at a fraction of the cost you’re paying 
now ... you should find out more about CRONAPAQUE. 
We'll be glad to send you some literature and a processed 
I. du Pont de Nemours & Co. (Inc.), 
Photo Products Department, Nemours 2430-A, Wilming- 


sample. Write: E. 
ton 98. Delaware. In Canada: Du Pont of Canada 


> 
Lim ited, Toronto. *Du Pont’s trademark for its polyester photograohic print film 


REG u $s pat OFF 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 
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